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At  the  Orlando 
Sentinel:  Bill 
Steiger,  left, 
Elaine  Kramer 
j  Steven  Doyle 


r 


Covering  the  pollution  problenns  in 
Puget  Sound  has  its  rewards. 


\  To  read  more  on  this  series  go  to  seattlepi.com/specials/sound 
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The  Seattle  Post-Intelligencer's  startling  series,  "Our  Troubled  Sound,"  revealed  for  the  first  time  the  depth  of  the  damage  to 
Puget  Sound  from  150  years  of  pollution  and  neglect. 


Never  had  a  Seattle  newspaper  taken  such  a  thorough  look  at  the  body  of  water  that  defines  the  region.  Across  the  country 
environmentalists,  educators  and  journalists  took  notice.  Already,  the  series,  published  last  November,  has  won  major  recognition, 
including:  The  Renewable  Natural  Resources  Foundation’s  Excellence  in  Journalism  Award;  first  place  in  the  Best  of  the  West  for 
Environmental  Reporting;  first  place  from  the  Society  of  Professional  Journalists,  Region  10,  for  Environmental  Reporting;  second 
place  from  the  National  Headliner  Awards  in  the  Photo  Essay  category;  and  third  place  honors  from  the  Society  of 
Environmental  Journalists  for  Outstanding  In-Depth  Reporting. 

"Our  Troubled  Sound"  is  only  one  example  of  the  P-I’s  commitment.  The  paper’s  thorough,  everyday  attention  to  the  environment 
brought  coveted  recognition  from  the  Institutes  for  Journalism  and  Natural  Resources.  The  P-l  was  one  of  only  nine  newspapers 
chosen  by  fhe  group  for  the  first  Wallace  Stegner  Awards.  By  informing  readers  abouf  environmental  issues  that  affect  their 
communities,  Hearst  Newspapers  deliver  excellence  every  day. 


Hearst  Newspapers 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  edjtorandpublisher.com ... 

News  Web  sites  should  prepare  now  for  Election 
2004  coverage,  says  columnist  Steve  Outing, 
who  offers  tips  on  interactive  ballots  and  select- 
your-candidate  features  ("Stop  the  Presses,” 

Nov.  12). ...  Thirty  media  outlets  signed  a  letter 
to  the  Pentagon  protesting  the  harassment  of 
journalists  in  Iraq  by  U.S.  soldiers,  while  APME 
sent  its  own  missive  on  the  same  topic  (“Head¬ 
lines,”  Nov.  13). ...  Columnist  Charles  Bowen 
profiles  Famous  Fonts,  a  Web  site  where  design¬ 
ers  can  download  free  typefaces  (“Digital  How- 
To,”  Nov.  11). . . .  What  about  the  contractors? 
American  civilians  working  in  Iraq  aren't  counted 
in  the  casualty  tolls  (“Headlines,”  Nov.  14). 
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THEKIDHIlEALlllieilT 

1  ENJOYED  YOUR  ARTICLE  ON  WOMEN 
publishers  (Nov.  3,  p.  8)  - 
one  for  17  years.  However, 


1  publishers  (Nov.  3,  p.  8)  —  I’ve  been 
one  for  17  years.  However,  I  strongly 
disagree  with  your  assumption  that 
“many  of  them  find  it  difficult  to  take  on 
the  responsibilities  of  a  top  post  due  to 
the  demands  of  a  home  life,  if  they  have 
children.”  I  know  you  can  be  married  with 
children  and  be  a  newspaper  publisher. 
Many  of  us  are.  I  raised  two  children 
(with  my  husband’s  help)  all  the  time  I 
worked  at  newspapers.  , 

I  know  many  women  LET 

publishers  who  have  , 

j  V  11  u  E&rwelcom 

raised  children  by  them-  _  , 

1  ,  T,  E-mail  to  let 

selves,  and  I  m  sure  many  ,  , , 

1  .  1  Ti,  .  andpublishe 

do  today.  The  pace  at 
u  -  L  u  •  fax  to  (646)  i 

which  women  have  nsen  , 

,-u  ui-  u  1  u  ivnteto  Lett 

to  the  publisher  rank  has 

been  determined  by  the  ?  li 

1  ^  u-  f  ^  •  New  York, N 

leadership  of  certain  men  .  ’ 

1  .  1  .  Please  incluc 

and  women,  not  deter-  , 

j  1  u  location,  am 

mined  negatively  by  the  , 

.1,.  f  dress.  Letten 

unwillingness  of  women  .  „  , 

.11  i.j.  j  for  all  the  us 

to  balance  life  and  career. 

This  is  2003.  Not  1953. 

SONJA  SORENSEN  CRAIG 

PRESIDENT  AND  PUBLISHER 
Statesman  Journal 
Salem,  Ore. 

EARLE  EDITION  PROVEH  HIT 

JUST  WANTED  TO  SAY  I  REALLY  EN- 
joyed  the  Steve  Earle  interview 
(Nov.  3,  p.  22).  As  a  former  sub¬ 
scriber  (I  bought  it  for  the  ads  in  my  early 
newspaper  reporter  days)  I  may  have  to 
begin  reading  E^P  regularly  again  just 
for  the  pop  culture  coverage!  Anyway, 


great  stuff,  and  you’re  right,  “Jerusalem” 
is  the  best  ever.  Let’s  hope  its  message 
eventually  sinks  in. 

RUSS  ARENSMAN 

THE  WRITE  IMAGE 
Glenwood  Springs,  Colo. 


LIVE  (RARELY)  FROM  RAGHDAD 

VERY  GOOD  ARTICLE  ON  IrAQ  CASU- 

alties  (£efP  Online,  Oct.  30).  I 
visited  the  28th  Combat  Support 
Hospital  in  Baghdad  about  a  month  ago, 

,  and  have  been  wondering 

E  R  S  about  casualty  figures  ever 
since.  Something  else  that 
should  be  looked  into  is 
rs@,  e  itor-  nature  of  equip- 

’  ment  and  fighting  affects 

^  casualty  figures.  Doctors 

implied  that  the  combina- 

^  Qf  Iraqi  lEDs  and  U.S. 

10003.  .1  ^  ,.  J  • 

body  armor  resulted  m  a 
mime,  title,  ,  •  4.  j  j  j 

,  ditierent  dead-to-wound- 

-mailad-  j4.-4.u- 

ed  ratio  than  m  previous 

0€  cdttcd  fi  •  .  y-v  •.  .1  1 

,  ^  conflicts.  Despite  the  low 

il reasons.  ,  i-tt  o  » 

numbers  of  U.S.  troops 

killed,  a  relatively  high 
number  may  be  losing  limbs  or  eyes. 

NEIL  MACDONALD 
Cairo,  EgjTit 

Correction 

The  chart  of  Audit  Bureau  of  Circulations 
FAS-FAX  results  for  the  Top  20  Sunday 
Papers  (Nov.  10,  p.  8)  provided  an 
incorrect  circulation  and  rankingfor 
the  San  Francisco  Chronicle.  The  correct 
circulation  is  561,118,  a  gain  of  21,379 
copies,  or  4%  over  the  same  period  last 
year.  The  Chronicle  is  the  16th  largest 
U.S.  Sunday  paper. 


LETTERS 

E&P  welcomes  letters. 
E-mail  to  letters@  editor- 
andpublisher.com, 
fax  to  (646)  654-5370,  or 
write  to  “Letters,”  Editor  & 
Publisher,  770  Broadway, 
New  York,  NY 10003. 
Please  include  name,  title, 
location,  and  e-mail  ad¬ 
dress.  Letters  may  be  edited 
for  all  the  usual  reasons. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM*  from  editor  &  PUBLISHER 


NOVEMBER  21,  1953: 
When  asked  by  reporters  if 
President  Eisenhower  reads  the 
newspaper.  Presidential  Press 
Secretary  James  C.  Hagerty  stated 
the  president  in  fact  reads  nine 


papers  a  day.  Among  them:  The 
Washington  Post,  the  Baltimore 
Sun,  and  New  York’s  Daily  News. 

For  the  fourth  straight  year,  the 
Chicago  Tribune  established  a 


new  world’s  record  for  advertising 
revenue,  reaching  an  estimated 
$58,000,000  for  1953.  The  Tribune 
carried  upwards  of  49.5  million 
lines  of  total  advertising  that  year, 
according  to  its  ad  managers. 
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The  city  of  broad 
shoulders  has  a  new 
shoulder  to  cry  on  ... 


Contact  yourTMS  sales  representative  at 
800-245-6536  for  rates  and  availability._ 
Read  today’s  advice  at 
wvvw.tmsfeatures.com. 

TRIBUNE 

MEDIA  SERVICES 


but  luckily,  it's  big 
enough  for  the  rest  of 
the  country,  too. 

As  the  Chicago  Tribune’s  advice  columnist 
Amy  Dickinson  provides  snappy,  yet  thoughtful 
guidance  to  readers  of  all  ages  in  her  daily  column 

”Ask  Amy:  Advice  for  the  real  world  ” 

Charter  subscribers 

•  Los  Angeles  Times 

•  Newsday 

•  The  Sun  (Baltimore,  Md.) 

•  The  Hartford  Courant  (Conn.) 

•  The  Orlando  Sentinel 

•  Sun-Sentinel  (Fort  Lauderdale,  Fla.) 

•  Seattle  Times 

•  Detroit  Free  Press 

•  The  Cincinnati  Enquirer 

•  The  Morning  Call  (Allentown,  Pa.) 

•  Daily  Press  (Newport  News,Va.) 

•  The  Stamford  Advocate  (Conn.) 

•  Greenwich  Time  (Conn.) 

•  Daily  Record  (Morristown-Parsippany,  N.J.) 

•  Chronicle-Telegram  (Elyria,  Ohio) 

•  The  Evansville  Courier  &  Press  (Ind.) 

•  The  Ithaca  Journal  (N.Y.) 

•  The  Telegraph  (Alton,  III.) 

•  Salisbury  Post  (N.C.) 

•  The  Dothan  Eagle  (Ala.) 

•  The  Daily  Star-journal  (Warrensburg,  Mo.) 

•  The  Daily  Republic  (Mitchell,  S.D.) 

•  Unique  Publications  (Lake  Havasu  CityAriz.) 


Represented  outside  the  United  States  by: 
Tribune  Media  Services  International 
+  1-213-237-7987 
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For  the  second 
time  in  the 
14  months  since 
Hampton  University 
dedicated  its  brand- 
new  journalism 
school,  the  historical¬ 
ly  black  university 
in  Virginia  is  facing 
embarrassing 
questions. 

Last  year,  a 
high-profile  faculty 
member  left  the 
school  amid  a  public 
controversy.  This 
school  year,  just 
before  homecoming. 
Acting  President 
JoAnn  Haysbert 
ordered  employees 
to  seize  copies  of 
the  Oct.  22  edition  of 
The  Hampton  Script 
because  the  student 
journalists  who  run 
the  school  paper 
published  a  letter 
from  her  inside  the 
paper  —  rather  than 
on  the  front  page, 
as  she  had  directed. 

A  new  issue  was  pub¬ 
lished  with  the  letter 
on  the  front  page, 
and  a  task  force  was 
appointed  to  study 
the  paper’s  status. 

The  American 
Society  of  Newspaper 


president  of  the  Society  of  Professional  Journalists, 
which  issued  a  statement  last  week  slamming  the 
two  TV  affiliates.  “Is  it  that  desperate  a  situation  for 
revenue  out  there?” 

At  WFLA,  producers  were  criticized  for  charging 
some  guests  up  to  $2,500  to  appear  on  the  station’s 
“Daytime”  morning  show.  WLBT  came  under  fire 
for  running  what  it  called  “paid-for  informational 
segments”  during  its  “Midday  Mississippi”  show.  Both 
stations  drew  national  attention  earlier  this  month 
when  Sen.  John  McCain,  R-Arizona,  wrote  a  letter  to 
the  Federal  Communications  Commission  asking  it  to 
examine  the  practice.  “If  it  was  accepted,  what  the  TV 
stations  are  doing,  it  is  only  a  matter  of  time  before 
someone  in  print  says  it  is  acceptable,”  said  Gary  Hill, 
SPJ  ethics  committee  chairman  and  head  of  the 
investigative  news  unit  for  KSTP-TV  in  Minneapolis. 

He  added  that  no  news  organization 
“is  immune  irom  this.” 

‘You  could  make  an  argument  that  we 
have  already  crossed  that  (ethical)  line 
with  advertorials,”  said  Peter  Bhatia, 
editor  of  The  Oregonian  in  Portland  and 
president  of  the  American  Society  of 
Newspaper  Editors. 

For  newspapers,  advertorials  have 
always  been  a  slippery  slope.  Most  have 
become  acceptable  as  long  as  they  are 
clearly  marked  as  advertisements.  Still, 


With  revenue  still  flowing  slowly, 
some  fear  temptation  to  bend 
pay-for-play  rules  may  rise 


BY  JOE  STRUPP 

SHOULD  NEWSPAPER  ETHICISTS  WORRY  THAT 

two  TV  stations  passing  off"  paid  segments  as 
regular  programming  \vill  inspire  publishers  to 
give  that  notion  a  try  in  print?  Or  do  these  watchdogs 
already  have  more  than  enough  to  monitor  in  the  bur¬ 
geoning  field  of  newspaper  advertorials  and  the 
growth  of  “custom  publishing”? 

Recent  episodes  at  WFLA-TV  in  Tampa,  Fla.  and 
WLBT-TV  in  Jackson,  Miss.,  have  sparked  some 
concern  that  if  television  news  organizations  are 
beginning  to  break  standard 
ethical  rules,  newspapers  j 
may  be  more  open  to  similar  j 
missteps.  “Once  the  barn  i 
door  is  open,  people  can  get  1 
together  and  rationalize  how  j 
it  can  be  done  for  anything  — 
even  newspapers,”  said 
Gordon  D.  “Mac”  McKerral, 


DES  MOINES 


IHOMESTYLE 


Home  section,  “A  Des  Moines 
Register  Custom  Publication” 
brought  to  you  by... 

w'REL 


is  changing 
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sections  —  which  focus  on  areas  such  as  home 
furnishings,  health,  and  kitchens  and  baths  —  are 
produced  by  the  non-editorial  custom  publishing 
division.  According  to  Publisher  Mary  Stier,  the 
sections  sell  advertising  to  local  businesses  and  create 
stories  by  their  own  staff  \vriters,  often  primarily 
using  advertisers  as  prime  sources,  with  some  stories 
running  next  to  the  source’s  ad. 

A  number  of  the  Register's  special  sections,  howev¬ 
er,  have  had  nothing  that  explicitly  identified  them  as 
an  advertising  product.  A  line  at  the  top  of  the  front 
page  simply  reads:  “A  Des  Moines  Register  Custom 
Publication.”  Although  the  sections’  typeface  is 
different  from  the  main  newspaper,  the  layouts  are 
eye-catching  and  featurey  enough  to  possibly  mislead 
some  readers,  minus  the  “paid  advertising”  tag. 

“Newspapers  are  moving  from  a  mass  medium  to 
offer  targeted  content  to  a  targeted  audience,”  Stier 
said.  “It  is  like  a  traditional  special  section...  It  is  not 
our  attempt  to  confuse  the  consumer.” 

Custom  publishing,  which  includes  advertorials 


within  the  newspapers  as  well 
as  entirely  separate  publica¬ 
tions,  has  grown  among  Gan¬ 
nett  newspapers.  It  began  at 
the  chain’s  Reno  Gazette  Jour¬ 
nal  about  four  years  ago,  ac¬ 
cording  to  Karen  Crotchfelt, 
who  says  she  coined  the  name. 
She  now  serves  as  director  of 
business  development  for  The 
Arizona  Republic  in  Phoenix, 
also  a  Gannett  paper  using  the  custom  publications 
model.  Many  Gannett  newspapers  have  launched 
similar  publishing  efforts  in  an  attempt  to  expand 
revenue  options,  but  Crotchfelt  pointed  out  that  most 
of  the  papers  clearly  differentiate  the  non-editorial 
products  from  the  news  publications.  “We  go  out  of 
our  way  to  make  sure  things  are  labeled,”  she  said. 
Custom  publishing  sections  from  the  Reno  paper 
and  the  Republic  examined  by  E^P  were  both 
labeled  as  “advertising  sections”  on  the  front  page.  SI 


“Custom”  publisher 
Mary  Stier,  in  Iowa 


400  papers  southward  bound 


BY JOESTRUPP 

WHAT  DOES 

the  Southern 
Newspaper 
Publishers  Association 
have  in  common  with 
baseball’s  World  Series 
and  airplane  travel? 

All  three  got  their  start 
in  1903.  And  SNPA’s 
place  in  journalistic 
history  is  strong,  most 
of  all  for  newspapers  in 
the  14  southern  states 
that  make  up  its  mem¬ 
bership.  For  them,  the 
association  has  been  a 
leader  in  everything 
from  joint  cost  control 
efforts  to  training 
programs  that  have 
surpassed  those  of  many 
national  newspaper 
groups. 

“It  has  really  provided 
a  voice  for  the  smaller 
newspapers,”  Roger 
Kintzel,  SNPA  president 
and  publisher  of  The 
Atlanta  Journal-Consti¬ 
tution,  said  as  the  organ¬ 
ization  celebrates  its 
100th  anniversary  this 
week  during  its  annual 
convention  in  Boca 


Raton,  Fla.  “It  is  an 
organization  driven  by 
publishers.” 

Created  in  April  1903 
by  executives  from  24 
newspapers,  which 


spanned  a  region  from 
New  Orle^ms  north  to 
Louisville,  Ky.,  and  east 
to  Charlotte,  N.C.,  the 
association  originally  or¬ 
ganized  to  help  address 
two  key  issues  that  still 
concern  publishers:  ad¬ 
vertising  and  newsprint. 
The  original  contingent 
cut  newsprint  costs 
by  starting  the  joint 
purchase  of  newsprint 
among  member  papers. 


“They  also  got  together 
to  pressure  Congress  to 
repeal  the  duty  on  wood 
pulp  and  print  paper 
imports,”  said  Edward 
Van  Horn,  SNPA  execu¬ 
tive  director.  The 
same  group  later 
created  one  of  the 
first  national 
newspaper  pro¬ 
motional  plans 
that  brought  in 
more  ad  revenue 
from  the  north 
and  west. 

“A  lot  of  south¬ 
ern  publishers 
have  collected  on 
a  lot  of  things  over 
the  years  because 
of  this  group,”  said 
Walter  Hussman,  pub¬ 
lisher  of  ih.e  Arkansas 
Democrat-Gazette,  a 
former  SNPA  president 
and  its  unofficial  histori¬ 
an.  He  cited  the  group’s 
leadership  in  getting 
built  the  first  newspaper 
mills  in  the  south. 

In  recent  decades  the 
SNPA’s  major  accom¬ 
plishment  is  likely  its 
training  programs. 


which  began  in  1964 
when  each  SNPA 
member  paper  pledged 
to  contribute  1  cent  per 
subscriber  each  year  to 
subsidize  the  first  semi¬ 
nars.  The  organization’s 
training  efforts  have 
since  grown  to  about  six 
major  events  each  year, 
in  addition  to  its  vaunted 
Traveling  Campus, 
which  holds  low-cost 
sessions  in  different 
locations  around  the 
south.  “I  think  we  have 
broken  the  mold  on 
newspaper  training,” 
Hussman  boasted.  “It 
has  been  phenomenal.” 

SNPA’s  membership 
now  tops  more  than  400 
member  newspapers. 

But  the  group  has  not 
lost  its  commitment  to 
smaller  papers,  accord¬ 
ing  to  Van  Horn,  who 
said  80%  of  its  members 
have  circulations  below 
40,000,  and  more  than 
half  have  circulations 
below  20,000.  “Its 
strength  is  in  its  net¬ 
working,”  he  said.  “That 
is  the  value  of  it.”  11 


Editors  (ASNE), 
last  week  withdrew 
a  $50,000  grant 
that  would  have  been 
used  to  train  high 
school  journalism 
teachers  at  Hamp¬ 
ton’s  Scripps  Howard 
School  of  Journalism 
and  Communications. 
“Our  view  is  that  the 
actions  the  acting 
president  at  Hampton 
took  really  fly  in  the 
face  of  the  values  of 
the  First  Amendment 
and  freedom  of  the 
press,”  said  the 
ASNE  President  Peter 
Bhatia,  executive 
editor  of  The  Oregon¬ 
ian  in  Portland,  Ore. 
In  a  statement, 
Haysbert  called 
the  ASNE  decision 
“unfortunate.” 

—  MARK  FITZGERALD 

COMBO  SALES 
INCALIFOONIA 

Since  Oct.  27, 

The  Orange 
County  Register  in 
Santa  Ana,  Calif., 
has  been  selling  a 
bundled-subscription 
offer  with  eight  Time 
Inc.  titles,  including 
Time,  Sports  Illustrat¬ 
ed,  and  Money.  Such 
combo  offers  are 
expected  to  become 
more  common.  In 
that  light,  the  Audit 
Bureau  of  Circula¬ 
tions  updated  news¬ 
paper  rules  C  5.3 
and  5.4  governing 
combination  sales. 
The  revisions,  made 
at  the  ABC's  Nov.  5-7 
board  meeting,  state 
that  papers  may  add 
a  free  magazine  sub 
to  an  existing  news¬ 
paper  subscription  as 
long  as  both  are  sold 
at  qualifying  prices. 
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Quick  to 

respond:  Morning 
News  CEO  James 
M.  Moroney  III 


Papers  also  may  add 
a  magazine  at  an 
additional  cost  if  the 
newspaper  subscriber 
opts  in. 

—  LUCIA  MOSES 


Two  for  Texas 


time,  although  it  will  continue  to  emphasize  hard 
news.  But  while  Quick  is  aimed  at  18-  to  34-year-olds, 
the  Journal  Express  defines  its  target  audience  as  18 
to  55.  Dallas  has  room  for  both,  Halbreich  said. 

“As  long  as  they  are  not  giving  away  advertising  for 
free,  as  long  as  they  are  not  operating  under  cost,  or 
engaging  in  any  illegal  tie-ins  or  bundling  arrange¬ 
ments  with  advertisers,  we  think  the  competition  is 
great,”  Halbreich  said. 

Quick,  which  had  just  two  weeks  to  ramp  up, 
did  give  away  ads  to  current  and  non-Moming  News 
advertisers,  but  will  charge  after  the  first  week, 
Moroney  said. 

Journal  Express  lacks  the  big  metro  daily  staff 
and  advertiser  base  Quick  has  to  draw  from.  It  does, 
however,  benefit  by  being  the  local  affiliate  of  nation¬ 
al  job  site  CareerBuilder.com,  which  lost  its  Dallas 
presence  after  Morning  News  parent  Belo  dumped 
the  network  in  July  2002.  (Belo,  saying  it  wanted  a 
service  that  would  emphasize  its  local  newspaper 
brand,  signed  on  with  CareerSite.) 

Dallas  isn’t  the  first  city  to  have  dueling  free  dailies. 
But  it’s  not  a  commuter  city,  which  makes  this  experi¬ 
ment  different  from  and  potentially  more  costly  than 
that  of  other  U.S.  cities,  which  rely  on  walking  and 
commuter  traffic  for  distribution.  To  gain  reader 
acceptance,  the  Dallas  papers  might  have  to  spend 
more  on  distribution  —  undermining  somewhat  the 
low-cost  business  model  on  which  freebies  are  based. 

In  other  cities  with  quick-read  dailies,  the  papers 
have  shifted  their  reliance  on  transit-related  distribu¬ 
tion  to  hawkers,  honor  boxes,  stores,  office  buildings, 
and  universities.  Philadelphia  Metro,  for  example, 
distributes  more  than  half  of  its  copies  by  the  latter 
methods. 

While  Moroney  said  Quick  hopes  to  eventually 
scale  back  its  use  of  hawkers,  given  the  expense, 
Halbreich  took  a  different  stance:  “Our  plan  is  to  keep 
hawkers  out  there.  We  think  that’s  an  important  part 
of  the  model.”  11 


BY  LUCIA  MOSES 

The  faces  of  Dallas  Morning  News  execu- 
tives  may  have  turned  red  when  they  learned 
the  paper’s  former  president  had  been 
planning  a  free  daily  right  under  their  noses  for  more 
than  a  year,  with  the  launch  date  just  two  weeks  away. 

What  to  do?  The  Morning  News  spun  around 
and  rushed  to  get  out  its  own  free  daily,  and  ended  up 
getting  a  two-day  jump  on  the  competitor,  A.M. 
Journal  Express.  Granted,  it  already  had  a  prototype 
in  place,  having  studied  the  very  same  concept 
more  than  a  year  ago. 

“It  was  a  surprise,”  Morning  News  Publisher  and 


A  court  case 

that  began  with 
West  Bloomfield 
Township,  Mich., 
charging  Observer 
&  Eccentric  Newspa¬ 
pers’  circulation 
director  with  “litter¬ 
ing”  in  connection 
with  a  sampling  pro¬ 
gram  (£&P,  Oct.  27) 
has  ended  with  a 
ringing  First  Amend¬ 
ment  victory  for  the 
newspaper  company. 

Township  Attorney 
Timothy  L.  Cronin 
filed  the  charge 
against  the  circula¬ 
tion  director  after  two 
residents  complained 
that  they  had  twice 
received  copies  of 
The  Birmingham- 
Bloomfield  Eccentric 
after  asking  the  paper 
to  stop  delivery. 

Cronin  later  agreed 
to  drop  the  circ 
director  from  the 
case  and  charge  the 
company  instead. 

But  Judge  Kimberly 
Small  of  the  48th 
District  Court  for  the 
Township  of  West 
Bloomfield,  declared 
that  the  littering 
ordinance  could 
not  apply  to  the 
paper  because  the 
product  delivered 
was  non-commercial 
speech  entitled  to 
full  Constitutional 
protection,  said  the 
paper's  attorney 
Michael  Sneyd. 

—  MARK  FITZGERALD 


Jury  accjuits  Durst  oftw^ 


CEO  James  M.  Moroney  III  said  of  the  free-daily  war. 
“But  it  has  been  a  great  opportunity  for  the  Dallas 
Morning  News  to  demonstrate  that  it  can  move  so 
quickly  when  it  wants  to.” 

The  freebies,  which  both  came  out  last  week,  have 
much  in  common  with  each  other  as  well  as  other 
quick-read  papers  that  also  are  aimed  at  non-readers 
of  traditional  dailies.  The  Dallas  versions  are  tabs 
filled  mostly  with  wire  news  and  are  distributed  by 
hawkers  and  in  racks  or  boxes. 

But  the  Morning  News’  product.  Quick,  is  aimed  at 
a  younger  cadre,  with  its  magazine-like  cover  design 
and  emphasis  on  sports  and  entertainment  news. 
Inside  Quick,  which  is  labeled  a  “product”  of  the 
Morning  News,  readers  also  find  features  called 
“Gadgets”  and  “Get  Ahead,”  a  career  news  page.  Even¬ 
tually,  Quick  will  be  distributed  in  black  news  boxes, 
“a  cool  color,”  said  Moroney. 

Despite  its  tab  format.  Journal  Express  looks  more 
like  a  broadsheet  —  heavy  on  serious  news  and  gray. 
Many  of  the  stories  run  short,  but  not  all;  one  book 
review  that  appeared  in  Thursday’s  edition  ran  a 
whopping  969  words. 

Jeremy  L.  Halbreich,  founder  of  Journal  Express 
parent  American  Consolidated  Media  LLC,  said  his 
paper  probably  will  favor  shorter  story  lengths  over 
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Bakersfield  tries  the  soft  ceii 


Text  messages  can  be 
transmitted  via  phone 


BY  LUCIA  MOSES 

WHILE  OTHER  PAPERS  ARE  SHOVING  FREE 

printed  products  at  the  young,  The  Bak¬ 
ersfield  Californian  is  trying  to  reach  this 
group  via  a  communication  method  the  kids  already 
prefer:  cell  phone  text  messaging.  In  doing  this, 
the  paper  could  be  at  the  cusp  of  a  trend. 

In  a  partnership  with  a  local  music  store,  World 
Records,  the  65,889-circula¬ 
tion  daily  is  conducting  a  poll 
of  music  fans  using  tw'o-way 
mobile  text  messaging.  In  ads 
in  print  and  on  cable  TV,  the 
paper  is  inviting  fans  to  vote 
via  short  messaging  service 
(SMS)  for  five  of  10  CDs  list¬ 
ed  in  World  Music’s  print  ads. 

San  Francisco-based  Net- 
Informer,  a  wireless  software 
and  services  company, 
collects  the  numbers  and 
votes  of  the 
entrants  and 
gives  them  to 
the  Californian.  The  paper  then  replies 
to  the  voters  via  text-message,  telling 
them  to  check  the  paper  at  the  end 
of  the  week  for  contest  results  and  a 
$2-off  coupon  for  the  winning  CD 
at  World  Records.  Voters  are  entered 
into  a  drawing  for  weekly  gift 
certificates  and  the  grand  prize, 
a  jjersonal  CD/DVD/MP3  player. 

Over  the  length  of  the  six-week- 
long  promotion.  World  Records 
will  get  to  test  CDs  in  the  market, 
said  Tim  Repsher,  technology 
manager  for  the  paper’s  “Area 
51”  brainstorming  committee 
assigned  to  come  up  with  long- 
range  ideas.  Meanwhile,  the 
paper  gets  to  promote  itself  with 
15-  to  24-year-olds,  the  target 
of  the  promotion. 

“We’re  hitting  an  age  group 
we’re  desperately  trying  to  get 
in  the  paper,”  Repsher  said. 

“One  thing  they  do  have,  other 
than  computers,  is  a  cell 
phone.” 

Text  messaging  use  in  the 
U.S.  has  lagged  behind  Eu¬ 
rope,  Asia,  and  Latin  Ameri¬ 
ca,  but  it’s  growing,  driven 

Tim  Repsher  looks  for 
the  next  big  thing 


largely  by  young  cell-phone  users,  according  to  the 
International  Newspajier  Marketing  Association. 

The  number  of  text  messages  sent  in  the  U.S. 
tripled  between  June  2001  and  December  2002, 
when  it  topped  1  billion,  said  the  trade  group  Celluliu- 
Telecommunications  &  Internet  Association.  That 
growth  presents  an  opportunity  for  newspapers 
to  build  a  one-on-one  relationship  with  readers  and 
sell  content  to  them  cheaply,  the  INMA  contends. 

Repsher  had  been  watching  how  marketers  were 
taking  advantage  of  text  messaging’s  growth  in 
other  countries.  Closer  to  home,  he  was  inspired  by 
Fox’s  “American  Idol”  contest  that  asked  viewers 
to  vote  for  their  favorite  singer  by  cell  phone. 

Finding  a  service  provider  proved  frustrating; 
telecom  giants  would  have  charged  too  much  or 
wouldn’t  offer  him  two-way  text  messaging.  Finally, 
he  found  Netinformer.  Repsher  said 
the  service  is  cheap:  The  paper 
J  shelled  out  $500  for  the  800 

^  number  and  pays  an  undisclosed 

fee  each  time  it  sends  and  receives 
a  message. 

The  World  Music  promotion 
is  just  the  start.  Early  next 
year,  the  Californian  plans  to 
offer  text-messaging  as  an 
upsell  to  advertisers.  For  an 
extra  fee,  retailers  can  run 
a  code  in  their  ad  that 
consumers  can  punch  into 
their  phones  to  get  text  alerts 
to,  say,  specials  at  a  store  in 
a  chosen  location. 

Also  starting  next  year,  the 
Californian  plans  to  join 
a  number  of  U.S.  papers, 
usually  metros,  that  push 
local  news  headlines  and  data 
to  people’s  cell  phones  or 
other  mobile  devices. 

Repsher  sees  all  of  this  as  a 
way  to  show  that  newspapers 
can  meet  people’s  information 
needs  in  whatever  format  they 
want.  If  it  makes  money,  that’s 
nice,  too.  And  where  young 
readers  are  concerned,  he 
notes  another,  intangible 
benefit. 

“We’re  betting  on  showing 
our  paper  is  keeping  up  with 
the  times,”  he  said.  “We  see 
this  big  flood  coming.  We  just 
want  to  be  the  first  one  to 
do  it.”  II 


WEBSTER  TRIAL 
SET  FOR  MARCH 

Atrial  date  of 
March  23 
was  set  for  Daniel 
Webster  at  an 
arraignment  in  which 
the  publisher  and 
editor  of  the  weekly 
Pioneer  Press  in  Fort 
Jones,  Calif.,  pleaded 
not  guilty  to  six  felony 
charges  of  illegal 
sexual  activity  with 
a  17-year-old  male. 

As  previously 
reported  (£&P, 

Sept.  15),  Webster 
published  his  lengthy 
first-person  account, 
complete  with 
parental  warning 
label,  that  discussed 
his  sexual  life  and 
the  accusations  — 
and  named  the 
alleged  victim,  who 
is  now  18. 

—  MARK  FITZGERALD 


RE6ISTRATI0N 
STILL  STRORB 

The  E.W.  Scripps 
newspapers  will 
soon  roll  out  registra¬ 
tion  at  its  Web  sites, 
says  Bob  Benz, 
general  manager  for 
interactive  media. 

The  first  to  launch: 
the  Ventura  County 
Star  in  Ventura, 

Calif.,  likely  in  early 
December. 

Scripps  will  use 
a  homegrown  regis¬ 
tration  system  that  is 
part  of  the  company's 
Fast  Forward  content 
management  system, 
Benz  said.  The  news¬ 
papers  will  track  Web 
visitors  and  target 
advertising  by  demo¬ 
graphic  segments. 

—  CARL  SULLIVAN 
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Dirks,  Van  Essen  &  Murray 


C  A  L  I  1-  O  R  N  I  A 
Glen  Faison  has  been  named  editor  of 
The  Porterville  Recorder,  succeeding 
David  Arkin.  Faison  previously  served 
as  the  Recorders  news  editor. 


Bob  Wellman  is  the  new  chief  financial 
officer  for  the  California  Newspaper 
Partnership  (CNP)  Northern  Division. 
He  will  oversee  the  financial  operations 
of  CNP’s  Northern  Division,  which 
includes  the  eight  daily  publications 
of  ANG  Newspapers  and  nine  Northern 
California  publications. 


BY  SHAWN  MOYNIHAN  NEWS  PEOPLE©  EDITORANDPUBLISHER.COM 

aSI  ^  Connor  has  been  named  publisher 

^  ^  Daily  Citizen  in  Dalton,  and  the 

newspaper’s  associated  publications.  He 
was  publisher  and  editor  of 


ILLINOIS 

John  Kelly  is  the  new  advertising  director 
for  the  Daily  Herald  in  Chicago.  He  has 
worked  as  an  advertising  manager  for 
Gannett  and  McClatchy  newspapers, 
most  recently  as  advertising  director 
of  The  News-Tribune  in  Tacoma,  Wash. 


recently 

the  Americus  Times-Recorder  in  Georgia. 

Connor,  44,  was  named  editor  of  The 
W  Dothan  Eagle  in  Alabama,  in  1987-  After  a 

decade  in  Dothan,  he  moved  to  the  Jackson  County  Floridan 
in  Marianna,  Fla.,  where  he  served  as  publisher  from  1997  to 
1999.  Connor  replaces  Rob  Delaney,  who  resigned  in  October. 


MISSISSIPPI 
David  Lush  to  managing  editor  of  the 
Delta  Democrat  Times.  Lush,  a  former 
chief  staff  writer  at  the  Delta  Business 
Journal,  succeeds  Sallie  Anne  Gresham, 
who  has  been  promoted  to  senior  editor. 


NEW  YORK 

Glenn  Kramon  and  William  Schmidt  have 
been  named  to  new  associate  managing 
editor  positions  at  The  Neiv  York  Times. 
Kramon  is  now  the  associate  managing 
editor  for  career  development,  while 
Schmidt  is  now  the  associate  managing 
editor  for  resources  and  planning. 


Northwest  f  Signal 


Economists  say  Fed  interest 
rate  cut  may  not  be  enough 


Lease  signed 
tsamm  for  spec  building 


P  E  N  N  S  Y  L  VAN! A 
Mary  Jade  Troupe  to  publisher  of  The 
Punxsutawney  Spirit.  Troupe  has  been 
with  the  newspaper  for  15  years,  and 
once  served  as  its  advertising  manager. 


Forest  boing  rocroatod 
at  Saudor  Village 


Kuser  Family 

has  sold 

Napoleon  (OH)  Northwest  Signal 

(5,600  daily  circulation) 


Stephen  A.  Roszczyk,  to  publisher  of  The 
Times  Herald  in  Norristown.  Roszczyk 
is  the  former  publisher  of  the  Altoona 
(Pennsylvania)  Mirror. 


PENNSYLVANIA 

Deena 

Gross 

to  editor  of  The 
York  Dispatch 
York  Sun¬ 
day  News.  Gross,  44,  has  served 
as  managing  editor  since  1991. 


Bryan  Publishing  Company,  Inc 

of  Bryan,  Ohio 

We  are  pleased  to  have  represented 
the  Kuser  Family  in  this  transaction. 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  EE,  NM  8750I  TEL;  505.8lO.27OO  FAX:  505.82O.29OO 
E-MAIL:  INFO@DIRKSV. A  NESSEN.COM  HTTP;//wWW. DIRKSVANESSEN.COM 


10  EDITOR& PUBLISHER  NOVEMBER  17,  2003 


www.editorandpublisher.com 


iNDY  FI.AUM/THF.  YORK  (I 


EDITORe’ 

PUBLISHER 


EDITOR-IN-CHIEF  Sid  Holt 

EDITOR  Greg  Mitchell 

MANAGING  EDITOR  Shawn  Moynihan 
E&P  ONLINE  EDITOR  Carl  Sullivan 
EDITOR  AT  LARGE  Mark  Fitzgerald  (773)  792-3512 
SENIOR  EDITORS  DaveAstor 

Jim  Rosenberg 

ASSOCIATE  EDITORS  Lucia  Moses 
Joe  Strupp 

WASHINGTON  EDITOR  Todd  Shields  (202)  833-2551 
CONTRIBUTING  EDITORS  Allan  Wolper  (212)  663-6614 
Jim  Moscou 
Randy  Dotinga 
Meg  Campbell 

ART/DESIGN  DIRECTOR  Reiko  Matsuo 

PHOTO  EDITOR  Daniela  DiMaggio 


PUBLISHER  Charles  McKeown 
ASSOCIATE  Betsy  Maloney 
ADVERTISING  DIRECTOR  (301) '656-5712 


REGIONAL  ADVERTISING  MANAGERS 
EAST/NEW  ENGLAND/  Charles  McKeown 
EASTERN  CANADA  (646)  654-5120 
MIDWEST/WEST/  Derek  R.  Hamilton 
WESTERN  CANADA  (312)  583-5522 

MARKETING  MANAGER  Lynda  Roguso 
SPECIAL  PROJECTS  MANAGER  Melinda  Kmetz 
PROMOTIONS  ART  DIRECTOR  Hillary  Friedman 

PRODUCTION  Adeline  Cippoletti 
Elise  Echevarrieta 

PRODUCTION  MANAGER  Cindee  Weiss 
CLASSIFIED  PRODUCTION  Steve  Pfeffer 

Gene  Williams 

CLASSIFIED  SALES  Brian  Chester 
DIRECTOR  (888)825-9149 
ACCOUNT  MANAGERS  Michele  Golden 

Michele  MacMahon 
Hazel  Preuss 

E&P  CONFERENCES 

DIRECTOR  Matthew  Pollock 

CIRCULATION  DIRECTOR  Mary  Barnes 
CIRCULATION  MANAGER  Audrey  Numa  (646)  654-5883 
LIST  RENTAL  INFORMATION  J.J.  Single  (845)  731-2731 


Adweek  Magazines 

VICE  PRESIDENT/MARKETING  Mary  Beth  Johnston 
EXEC.  VP/EDITOR-IN-CHIEF  Sid  Holt 
SR.  VICE  PRESIOENT/SALES  Wright  Ferguson  Jr. 

MARKETING/MEDIA  &  ARTS  GROUP 
President  Michael  E.  Parker 
General  Manager  H.  Todd  Hittle 
Business  Manager  Jeffrey  D.  Wamble 

^''vnu  business  publications 

osa 

President  &  CEO  Michael  Marchesano 
Chief  Operating  Officer:  Howard  Lander 
Group  Presidents;  Robert  Dowling  (Film  &  Performing  Arts); 
Mark  Holdrerth  (Retail).  John  KiicuHen  (Music  &  Literary): 
Richard  0  Connor  (Travel.  Performance. 

Food  Service  &  Retail  Estate/Oesign): 

Michael  E  Parker  (Marketing/Media  &  Arts) 

Vice  Presidents:  Joanne  Wheatley  (Information  Marketing) 

^''vnu  business  media 

President  &  CEO:  Michael  Marchesano 
Chief  0|>eratirtg  Officer:  Howard  Lander 
Chief  Finertcial  Officer  Joe  Furey 
President  •  VNU  Expositions:  Greg  Farrar 
Executive  Vice  President  •  eMedia  and  Information 
Marketing;  Tom  Nevitt 

Vice  President/Busii>ess  Management:  Joellen  Sommer 
Vice  President/Communications:  Deborah  PMon 
Vice  Presktent/Human  Resources;  Sharon  Sheer 
Vice  President/Licertsing  and  Events:  Howard  Appeibaum 


EDITORIAL 


Sun-Times’  columnist  Irv  Kupcinet  brought  a  reporter’s  skills 
and  ethics  to  a  gossip  profession  that  often  lacks  both 


WHEN  Irv  Kupcinet  died 
last  Monday  afternoon 
at  age  91,  WBBM-TV 
aired  a  revealing  bit 
of  footage.  It  showed  the  legendary 
Chicago  Sun-Times  columnist  at  the  cen¬ 
ter  of  a  media  scrum  and  the  voice  of  a 
young  reporter  can  be  heard  asking, 

“Who  are  you?  What  is  your  name,  sir?” 
The  assembled  press  snort  and  hoot  at 
this  ignoramus,  and  shout  that  he  can 
find  out  later. 

But  Kupcinet  declines 
their  invitation  to  arrogance. 

“Kup,”  he  tells  the  young  man 
gently.  And  then,  the  old 
reporter  spells  it  for  the  new 
reporter:  “K-u-p.” 

K-u-p.  Just  like  his  column: 
dot,  dot,  dot. 

Kup  was  so  much  a  Chicago 
institution  that  in  its  grief 
last  week  the  city  seemed 
almost  to  have  lost  not  a 
person,  but  a  part  of  its  sky¬ 
line.  If  Kup  seemed  ubiquitous  it  was 
because  he  was  a  master  of  eveiy  medium 
he  attempted.  His  pioneering  late-night 
talk  show,  which  ran  an  astounding 
1,300  consecutive  weeks,  was  not  just 
ahead  of  its  time  in  the  1950s  —  it 
remains  ahead  of  its  time  today.  It’s 
hard  to  imagine  Letterman  or  Leno  ever 
pairing  Ann  Landers  and  Deep  Throat 
star  Linda  Lovelace,  as  Kup  did  at  the 
height  of  the  porn  star’s  notoriety. 

And  every  Chicago  male  of  a  certain 
age,  it  seems,  can  do  an  imitation  of 
Kup  bantering  with  Jack  Brickhouse 
on  the  radio  during  their  24  years  of 
broadcasting  Chicago  Bears  football 


games,  saying,  “That’s  right.  Jack.” 

But  at  the  heart  and  the  root  of  all 
Kup’s  Chicago  achievements  was  his 
newspaper  column.  He  never  failed 
to  tell  interviewers  that  he  “hoped  to  be 
found  lying  terminal  over  my  terminal,” 
and  his  wish  was  very  nearly  granted: 
The  column  he  started  on  Jan.  28, 1943 
appeared  for  the  last  time  just  four  days 
before  his  death. 

At  a  time  when  the  model  for  a  news¬ 
paper  gossip  columnist 
was  the  character  assassin 
and  score-settler  Walter 
Winchell,  Kup  never 
abused  the  power  of  his 
pulpit.  While  others  printed 
the  stories  that  were  too 
good  to  check  —  and  the 
blind  items  that  were  too 
libelous  even  to  detail  — 

Kup  always  saw  himself 
as  a  reporter  bound  by 
the  journalistic  standards 
of  fairness  and  accuracy. 

In  his  60  years  of  wTiting  Kup’s 
Column,  most  of  that  time  publishing 
an  unimaginable  six  times  a  week, 

Irv  Kupcinet  achieved  a  remarkable 
intimacy  with  Chicago,  and  exemplified 
the  newspaper  alchemy  that,  for  readers, 
changes  “a”  paper  into  my  paper.  Editors 
often  took  advantage  of  that,  and  ran 
his  column  deep  in  the  paper  to  draw 
readers  to  some  neglected  section.  To 
his  long-running  complaint  that  readers 
couldn’t  find  the  column,  an  exasperated 
editor  once  replied,  “Kup,  people  have 
been  finding  you  for  50  years!” 

Now,  alas,  Chicago  really  can’t  find 
Kup  in  the  paper. 


Columnist  Irv  Kupcinet, 
a  Chicago  institution 
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More  and  more 
neicspctpers  are 
a ppo in  ting  i n  -h  o  use 
readership  expert s  to 
push  for  ehanges  in 
eontent  and  eidture 


BY  LUCIA  MOSES 

N  THE  OUTSIDE,  THE  ATLANTA  JOURNAL-CONSTITU- 
tion  probably  seems  much  the  same  as  it  was  a 
year  ago.  But  from  an  insider’s  perspective,  big 
changes  are  afoot.  The  “Home  &  Garden”  section 
is  a  case  in  point.  Before  it  underwent  a  recent 
revamp,  Jim  Wilson,  director  of  business  development,  conducted 
several  focus  groups  with  readers.  He  asked  them  about  their  lives 
and  what  they  wanted  in  a  homes  section.  Representatives  from  all 
departments  listened  from  behind  a  glass  window  as  readers 


Readership 
crusaders,  a  new 
breed  of  newspapei 
employee,  mel 
recently  at  z 
gathering  hosted 
by  The  Atlantz 
Journal-Constitution 
to  share  best 
practices  and  veni 
frustrations  relatec 
to  their  efforts  tc 
promote  a  reader 
friendly  culture 
Below  right 
attendee  Denise 
Nordell  of  Tht 
Modesto  Bee 
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described  their  busy  routines  and  shared 
their  desire  for  more  how-to  and  where-to- 
huy  information,  improved  graphics,  and 
shorter  stories. 

The  contrast  with  past  practice  couldn't 
have  been  starker.  Before,  the  editorial 
department  would  have  decided  on  its  own 
what  changes  it  wanted,  then  announced 
its  plans  to  ad\ertising,  Wilson  says.  In  the 
rare  times  editors  sought  reader  input,  they 
did  so  just  days  before  changes  were  set  to 
take  effect. 

All  this  is  happening  under  the  intluence 
of  Stacy  Lynch,  who  became  the  paper’s 

WWW. editorandpublisher.com 
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Ten  ways  to  promote  a  reader-friendly 
culture,  from  those  on  the  front  lines: 

■  First,  know  the  facts:  Find  out  who 
your  readers  are,  and  what  they  want 
from  the  paper, 

■  Show  that  you  mean  business  by 
incorporating  readership-building 
into  performance  goals, 

■  Give  your  organization’s  culture 
an  honest  evaluation  to  determine 
the  best  way  to  focus  it  on  readership. 

■  Getting  employee  buy-in  can  be  tricky; 
hire  a  readership  evangelist  with 
credibility. 

■  Make  that  readership  position  part  of 
an  overall  company  strategy. 

■  Make  clear  the  reader  advocate’s 
responsibilities,  in  order  to  avoid 
organizational  confusion. 

■  Take  initiative  in  working  across 
other  departments. 

■  Develop  allies  to  help  build  awareness 
and  support  for  readership  initiatives. 

■  Set  goals  for  growing  readership 
and  establish  ways  to  track  them. 

■  Get  people  on  front  lines  involved  in 
learning  what  readers  want  through 
direct  participation,  like  taking  part 
in  focus  groups,  talking  one-on-one. 


T' 


More  and  more 
newspapers  are 
appointing  in-house 
readership  experts  to 
push  for  changes  in 
content  and  culture 


BY  LUCIA  MOSES 

ON  THE  OUTSIDE,  THE  ATLANTA  JOURNAL-CONSTITU- 

tion  probably  seems  much  the  same  as  it  was  a 
year  ago.  But  from  an  insider’s  perspective,  big 
changes  are  afoot.  The  “Home  &  Garden”  section 
is  a  case  in  point.  Before  it  underwent  a  recent 
revamp,  Jim  Wilson,  director  of  business  development,  conducted 
several  focus  groups  with  readers.  He  asked  them  about  their  lives 
and  what  they  wanted  in  a  homes  section.  Representatives  from  all 
departments  listened  from  behind  a  glass  window  as  readers 


Readership 
crusaders,  a  new 
breed  of  newspaper 
employee,  met 
recently  at  a 
gathering  hosted 
by  The  Atlanta 
Journal-Constitution 


to  share  best 


practices  and  vent 
frustrations  related 


to  their  efforts  to 


promote  a  reader- 
friendly  culture. 

Below  right, 
attendee  Denise 


Nordell  of  The 
Modesto  Bee. 
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Ten  ways  to  promote  a  reader-friendly 
culture,  from  those  on  the  front  lines: 

First,  know  the  facts;  Find  out  who 
your  readers  are,  and  what  they  want  * 
from  the  paper. 

Show  that  you  mean  business  by 
incorporating  readership-building 
into  performance  goals. 

Give  your  organization’s  culture 
an  honest  evaluation  to  determine 
the  best  way  to  focus  it  on  readership. 

Getting  employee  buy-in  can  be  tricky; 
hire  a  readership  evangelist  with 
credibility. 

D  Make  that  readership  position  part  of 
an  overall  company  strategy. 

^  Make  clear  the  reader  advocate’s 
responsibilities,  in  order  to  avoid 
organizational  confusion. 

@  Take  initiative  in  working  across 
other  departments. 

3  Develop  allies  to  help  build  awareness 
and  support  for  readership  initiatives. 

^  Set  goals  for  growing  readership 
and  establish  ways  to  track  them. 

L.'  Get  people  on  front  lines  involved  in 
learning  what  readers  want  through 
direct  participation,  like  taking  part 
in  focus  groups,  talking  one-on-one. 


described  their  busy  routines  and  shared 
their  desire  for  more  how-to  and  where-to- 
buy  information,  improved  graphics,  and 
shorter  stories. 

The  contrast  with  past  practice  couldn’t 
have  been  starker.  Before,  the  editorial 
department  would  have  decided  on  its  own 
what  changes  it  wanted,  then  announced 
its  plans  to  advertising,  Wilson  says.  In  the 
rare  times  editors  sought  reader  input,  they 
did  so  just  days  before  changes  were  set  to 
take  effect. 

All  this  is  happening  under  the  influence 
of  Stacy  Lynch,  who  became  the  paper’s 
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first  readership  editor  in  October  2002 
before  being  promoted  to  director  of 
innovations  two  months  ago.  One  of 
her  goals  is  to  break  down  the  barriers 
between  departments  that  may  have 
prevented  the  paper  from  best  serving 
its  readers. 

She’s  one  of  a  small  but  growing  squad 
of  in-house  proselytizers,  with  varying 
titles,  who  are  trying  to  get  newspapers 
to  put  readers  first.  Their  bible  is  the 
Northwestern  University  Readership 
Institute’s  2000  “Impact”  study  that 
suggests  papers  can  grow  readership 
through  improvements  in  content, 
service,  brand,  and  culture.  The  papers 
start  as  small  as  the  15,892-circ  Union 
in  Grass  Valley,  Calif.,  and  go  all  the 
way  up  to  the  535,441-average  daily 
circulation  Dallas  Morning  News. 

Most  readership  apostles,  like  Lynch, 
reside  in  the  newsroom,  while  others 
preach  from  marketing,  circulation,  and 
other  pulpits.  Their  ranks  and  responsibil¬ 
ities  vary,  but  all  hope  to  affect 
change  across  departments. 

Even  at  those  organizations  that  are 
most  aggressive  about  readership,  change 
hasn’t  come  easily.  Some  advocates 
have  encountered  hostility  or  apathy  to 
change;  even  where  staffers  have  found 
religion,  financial  constraints  and 
institutional  inertia  can  hamper  progress. 

Diane  McFarlin,  publisher  of  the 
Sarasota  (Fla.)  Herald-Tribune,  who  was 
among  the  first  to  hire  someone  to  focus 
on  readprship  imperatives,  says  her  paper 
was  one  of  a  handful  that  the  Readership 
Institute  deemed  to  have  a  “constructive 
culture.”  But  she  felt  the  paper  lost  ground 
during  the  economic  downturn,  some¬ 
thing  that  always  “creates  more  short¬ 


term  thinking,”  she  says,  adding  that 
‘There’s  also  a  tendency  to  rest  on  laurels.” 

Lynch,  seeing  on  a  Readership  Institute 
listserv  the  frustration  and  isolation 
people  in  similar  positions  were  feeling, 
convened  a  two-day  national  gathering 
at  the  AAC  two  weeks  ago.  Twenty-eight 
people  from  news,  circulation,  marketing. 


The  AJC'%  Stacy  Lynch  says  many  senior 
managers  don’t  know  who  their  readers  are. 

and  advertising  backgrounds  met  to  share 
experiences,  vent  frustrations,  and  discuss 
some  of  the  best  practices.  “I  don’t  think 
any  of  us  feel  we  have  the  level  of  interde¬ 
partmental  cooperation  that  we  need,” 
says  Lynch,  who  hopes  to  have  another 
meeting  in  May.  She  adds,  “Building  this 
is  a  slow  process.” 

Indeed,  one  wonders:  Can  newspapers 


overcome  their  embedded  culture  and 
become  truly  readership-oriented? 

Improvements,  coming  soon 

As  the  following  examples  show,  reader 
editors  are  in  some  ways  defining  their 
jobs  as  they  go. 

Stacy  Lynch  had  no  newspaper  back¬ 
ground,  but  as  former  research  manager 
of  the  Readership  Institute,  she  brought 
deep  knowledge  of  the  subject  to  the  AAC. 
As  director  of  innovations,  reporting  to 
Editor  Julia  Wallace,  she  directs  reader- 
ship  research  for  the  newsroom,  repre¬ 
sents  news  in  circulation  and  marketing 
meetings,  and  regularly  meets  with 
employees  to  share  research. 

The  most  tangible  impact  of  her  work 
were  the  launch  last  spring  of  “accessAt- 
lanta,”  a  weekly  entertainment  guide, 
and  the  redesign  of  “Home  &  Garden.” 

But  Lynch  also  spends  a  lot  of  time 
nudging  people  across  departments  to  get 
things  done,  such  as  spiffing  up  outdated 
filler  ads.  Despite  improvement,  she  still 
sees  resistance  to  cooperating  with  other 
departments  and  changing  the  status  quo. 
Not  that  she  seeks  more  power.  The  pa¬ 
per’s  parent,  Cox  Newspapers,  has  an  in¬ 
formal  culture,  and  she  believes  that  the 
best  way  to  bring  about  real  change  is  by 
w'orking  with  people  in  the  trenches. 

Mike  King,  the  paper’s  public  editor, 
says  that  while  Lynch’s  appointment 
created  some  concern  that  the  paper 
would  become  focus  group-driven,  accept¬ 
ance  by  the  newsroom  is  growing.  Most 
importantly,  she  simply  gives  the  news¬ 
room  research  about  what  readers  think. 
‘The  worst  thing  newspeople  do  is 
assume  readers’  reading  habits  are  the 
same  as  their  reading  habits,”  he  says. 
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Editor 


Congratulations  to  the  following  newsroom  trainers 
upon  their  successful  completion  of  American  Press  Institute’; 

Train-the-Trainer  Seminar,  October  26-29, 2003: 


Richard  Arthur,  Copy  I^sk  Chief,  The  News  Tribune,  Tacoma,  Washington 

Monica  BartoszEK,  Executive  News  Editor,  Times  Union,  Albany,  New  York 

Bonnie  Bolden,  Manager  Recruiting  &  Development,  Planning  Editor,  Akron  (OH)  Beacon  Journal 

Donald  Bruce,  Night  Copy  Desk  Chief,  Times  Herald-Record,  MiddletocsTi,  New  York 

Jody  Calendar,  President,  Calendar  Communications,  Tinton  Falls,  New  Jersey 

Ann  Cl. ark.  News  Executive,  Gannett  Company,  Inc.,  McLean,  Virginia 

Chris  Cohler,  Editor,  Greeley  (CO)  Daily  Tribune 

P.AMELA  Dugan,  Senior  Editor  Weekend,  The  Birmingham  (AL)  News 

M.AR'N'  Ann  HtXiAN,  Principal,  Whole  Story’  Assixiates,  Btxa  Raton,  Florida 

Barbara  J.  Janesh,  Managing  Editor,  Green  Bay  (WI)  Press-Gazette 

Melissa  Jord.AN,  Senior  Editor/Recruiting  and  Training,  San  Jose  (CA)  Mercury  News 

Rl  TH  Merino,  Editor/Coach,  El  Nuevo  Dia,  San  Juan,  Puerto  Rico 

SoRA  Newman,  Professional  Development  Trainer,  National  Public  Radio,  Washington,  D.C. 

Brice  PoTLER,  Director  of  News  Synergy,  Media  General  Inc.,  Richmond,  Virginia 
GEORtiE  Rede,  Director,  Recruitment  ik  Training,  The  Oregonian,  Portland 
Michael  Smith,  Senior  Editor  Training,  The  New  York  Times 
Carole  T.ARRANT,  Managing  Editor,  The  Forum,  Fargo,  North  Dakota 
Ana  PeCINA  Walker,  Editor,  Longview  (TX)  News-Journal 
Richard  Weiss,  Deputy  Metro  Editor,  St.  Louis  Post-Dispatch 

VlCKE\’  Williams,  Editorial  Director.  Community  Newspaper  Holdings.  Inc.,  Birmingham.  Alabama 


The  American  Press  Institute  would  like  to  thank  the  John  S.  and James  L.  Knight  Foundation,  whose  generous  grant 
has  made  possible  this  program.  The  API  Train-the-Trainer  programs  are  designed  to  strengthen  the  internal  resources 
available  jor  newsrooms  to  train  their  staffs.  The  seminars  are  free  to  attendees  and  come  with  a  travel  stipend. 


“Full  of  extremely  practical 
and  helpful  tips.  Useful  — 
the  best  sense  of  the  word 


Hckorf 


Ana  Pecina  Walker 


Ma\  raftTV 


Longview  (TX)  News-Journal 


“This  was  a  great  opportunity  and 
experience.  I’m  thrilled  to  have 
been  involved.  I  had  ‘burned  out’ 
somewhat  on  training  sessions 
because  I  felt  that  I  wasn’t  having 
as  much  impact  on  the  partici¬ 
pants  as  I  wanted.  This  session 
re-energized  me  and  gave  me  so 
many  useful  pointers  that  I  can’t 
wait  to  put  them  into  action.  ” 
Bruce  Potter 
Director  of  News  Synergy 
Media  General,  Inc. 

Richmond,  Virginia 


M  American 
Ul  Press 


John  S.  and  James  L. 

Knight  Foundation 


Please  visit  the  Train  the  Trainer  Resources  section  of  API  s  Web  site  at 
http://www.americanpressinstitute.orgArainer/resources/  for  a  full  range  of 
articles,  tips  and  techniques  to  help  trainers  enhance  their  ability  to  engage, 
educate  and  motivate  newspaper  personnel. 


For  example,  being 
faced  with  reader 
testimony  that  they 
wanted  an  enter¬ 
tainment  guide  to 
be  a  quick  read 
made  it  easier 
to  accept. 

Jon  Devries 

had  worked  as  an 

assigning  editor  for 

the  Herald-Tribune 

when  McFarlin 

approached  him  to 

be  content  editor  a 

year  and  a  half  ago. 

At  first,  Devries’ 

main  focus  was  _  .  „ 

Sarasota  Herald-Tnburj 

improving  m-paper  college  try  to  commun 
promotion,  but  his 
title  has  since  changed  to  readership 
editor  to  reflect  a  more  overarching 
role.  He  represents  the  newsroom  on  five 
interdepartmental  task  forces,  which  are 
charged  with  improving  culture,  customer 
service,  local  news,  brand,  and  ad  content. 

In  recent  days,  Devries  has  spent  much 
of  his  time  addressing  employees  at  a 
series  of  “pep  rallies”  designed  to  raise 
awareness  of  the  importance  of  reader- 
ship.  The  rallies  were  designed  to  be  fun, 
but  readership  is  anything  but  a  light 
matter  here.  Devries  is  a  news  employee 
but  reports  partly  to  the  publisher,  which 
should  leave  no  one  wondering  if  reader- 
ship  is  just  a  passing  fad.  A  past  president 
of  the  American  Society  of  Newspaper 


Upcoming  API  Seminar 


The  Editorial  Page: 

Developing  a  Voice  for  Community 
Leadership 

March  21-25,  2004 


Location:  Reston,  VA 
Tuition:  $1,225 

Early  bird  tuition:  $1,102  if  paid  by 
January  23,  2004 

Hotel/meai  package:  $625 
For  more  info  or  to  register,  visit: 

http://americanpressinstitute.org/04/EdPage 
Or  contact  Carol  Ann  Riordan: 

Email:  criordan@americanpressinstitute.org 

M  American 
Press 
Institute 

THE  LEADERSHIP  PLACE 

www.americanpressinstitute.org  or  (703)  620-3611 


Sarasota  Herald-Tribune  Readership  Editor  Jon  Devries  gives  it  the  old 
college  try  to  communicate  the  paper’s  readership  initiatives  to  staff. 


Editors,  McFarlin  is  a  big  believer  in  the 
Impact  study. 

The  hope  is  that,  over  time,  Devries  will 
spend  less  time  on  awareness-building 
and  more  on  research.  “The  hard  part  is 
trying  to  make  this  mission  clear,  because 
the  path  isn’t  clearly  laid  out,”  he  says. 

The  207,989-circ  Buffalo  (N.Y.  )  Neu's 
and  The  Bakersfield  Californian,  circula¬ 
tion  65,899,  also  have  newsroom-based 


readership  editors.  At  the  comparatively 
small  Union  in  Grass  Valley,  that  role 
resides  in  the  top  editor.  Rich  Somerville. 
A  former  Readership  Institute  research 
associate,  Somerville  was  hired  as  part 
of  a  corporate  readership  push  by  Swift 
Newspapers  Inc.,  Reno,  Nev.,  publisher 
of  the  Union.  “They  think  this  readership 
is  absolutely  crucial  to  the  survival  of 
their  company  {continued  on  page  25} 


#  1  in  Deal  Flow  #1  in  Success  Rate  #1  in  Reputation 


The  Jordan,  Edmiston  Group  is  widely  recognized  for  satisfying 
the  distinctive  strategic  advisory  and  investment  banking  needs 
of  companies  in  the  newspaper  and  local  media  industries. 


Services 


►  Sales  and  Divestitures 

►  Mergers  and  Acquisitions 

►  Valuations 

►  Debt  and  Equity  Financing 

►  Strategic  Consulting 


Kevin  M.  Lavalla  Wilma  H.  Jordan 

Managing  Director  CEO 


thf  Jordan. 
Edmiston 

CROUP.  INC. 
U  IH  il  C  vi'lTvi. 


Please  contact  us: 

Wilma  Jordan,  wilmaj^jegi.com  ■  Kevin  Lavalla,  kevinl^j^.com 
Bill  Hitzig,  billh@’jegi.com  ■  Scott  Peters,  scottp@jegi.com 
Richard  Mead,  richardm@jegi.com 


150  East  52nd  Street  New  York,  NY  10022  212-754-0710  www.jegi.com 
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-FEATURES  AVAILABLE-  ■  -ANNOUNCEMENTS-  ■ _ -EQUIPMENT  &  SUPPLIES- 


MOVIE  REVIEWS _  NEWSPAPER  BROKERS  _ MAILROOM _  _  PRESSES 


MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  967-5353  cineman@frontiernet.net 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/1909)  929-1169 


WIRE  SERVICES 


YOUNG  PEOPLE’S  PRESS 
OFFERS  YOUTH-WRITTEN  FEATURES 

We  can  help  attract  that  elusive  youth  audi¬ 
ence.  Professionally  edited  features  with 
art:  advice,  what's  new  and  opinion  columns 
available  weekly  for  $5  per  feature  with 
three  or  more  or  $10  each.  YPP  content 
has  been  published  in  several  hundred  U.S. 
and  Canadian  newspapers  over  the  past 
five  years  and  many  publish  it  on  a  weekly 
basis.  Our  writers  are  14-24.  See  sample 
content  at  www.ypp.net  To  sign  up  or  for 
further  informabon  contact; 

Don  Curry,  Senior  Editor 
doncurry@onlink.net  (705)  495-8887 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 


PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  adckin  or  for 
ad  sales  reps  who  want  to  move  up.  Visit: 
www.PublishingOpportunity.com 
for  more  information  or  call  Allen  at: 

(800)  941-9907.  ext.  11 


NEWSPAPER  .APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 


GAUGER  MEDIA  SERVICE,  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/^idwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  8974790 

Steve  Heide  West/Mountain  States 
(435)  260-8888 
Bob  Mahiman,  Radio/TV/Cable 
(924)  793-1577 
www.mediamergers.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisihons,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 
Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


FAST  GROWING  AREA,  small  paper,  bargain 
price.  Near  metro  area.  Others,  too. 
Bill  Berger,  ATN,  1801  Exposition,  Austin, 
TX  78703.  (512)476-3950. 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspaper 
groups  to  our  family  of  award-winning  publi¬ 
cations.  All  information  will  be  held  in  the 
strictest  of  confidence.  For  a  quick  sale, 
send  information  about  your  company  to: 

Box  2412,  Editor  &  Publisher 
770  Broadway  7th  FL.,  NY,  NY  10003 


-EQUIPMENT  &$UPPLIES~ 


MAILROOM 


BUY/SELL/AU  MAILROOM  E(}UIPMENT 

Muller  Martini/Rima/(^ipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 


NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)850-7951 
tcnewstec@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood.  Counter 
Floor.  &  Wall...We  Have  It  All 


CH  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  GreeiUiuli  Avenue 
NH,  CA.  91805 


PRESSES 


CURRENTLY  AVAILABLE  FROM  INLAND 

•  5-unit  HARRIS  1660  with  double  2:1 
folder,  five  MEG’s  -  excellent  condition. 

•  GOSS  METRO  OFFSET  units,  22  3/4’' 
cut-off. 

•  Like  new  GOSS  UNIVERSAL  70  heatset 
press  (620nim  cut-off). 

•AddKin  1000  series  GOSS  URBANITE 
units. 

•8-unit  GOSS  COMMUNITY,  with  60HP 
drive. 

•6Hjnit  GOSS  COMMUNITY  press.  SC 
folder  with  upper  former,  50HP  drive. 
•GOSS  SSC,  SC  &  COMMUNITY  units 
(floor,  stacked,  and  2,  3  &  4-high). 

•  5-unit  HARRIS  V15C  with  JF7  &  30  HP 
drive,  1981  vintage. 

•HARRIS  V15A  &  V15C.  NEWS  KING, 
and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 
P.O.  Box  15999,  Lenexa.  KS  66285 
(913)  492-9050  •  Fax  (913)  492-6217 
www.inlandnews.com 


DONT  SELL  YOUR  PRESS 
UnbI  You  Contact 
Newman  International,  L.L.C. 
Web  Press  Sale 

'Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C% 

Tel;  (913)  648-2000 
Fax:  (913)  648-7750 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


PRESSES 

•  Goss  3:2  Folders  23  9/10’,  22  3/4", 

22",  21  1/2",  21" 

•  New  or  Rebuild  Goss  R.T.P.  42"  -t-  45’ 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


-INDUSTRY  SERVICES- 


CIRCULA'nON  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PRE-PAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  9508475*www.metro-news.com 


KEEP  WHAT  YOU  GOT  GET  BACK  WHAT 
YOU  HAD.  Improve  your  chum  and  retention. 
We  specialize  in  stop  saves,  easy  pay 
conversions,  collections,  and  customer  sat¬ 
isfaction  surveys.  Call  Bob  Bobber  at  High 
Touch  Customer  Service.  (800)  659-7521 

MARKETING  PLUS  INC. 

Telemarkebng  specialists  in  circulabon 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
wvirw.marketingptusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

NEWSPAPER  SUBSCRIPTION  SALES 

Starts  *  Upgrades’ Stop-Savers  Verihcabon 
John  Dinan 
(800)  650-7183 
www.Circulationlll.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 


COMPLTTiR  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

Obstacles  don't  have  to  stop  you. 

If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
bow  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 


NEWSPAPER  BROKERS 


I,eader  in  Sale 
of  Community 
Newspapers' 

C/u'i  i  <mr  rf/erences 
1 2 14)  265~934N> 
Kickcnlnichcr  IVIeclia 

6731  Dcsco  l>r..  Dallas.  TX  75225 
wu  w. rickenhachcrnicdia.com 


www.editorandpublisher.com 
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-INDUSTRY  SERVICES-  ■  -HELPWANTEF 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 
www.pressroomcleaners.com 


-HELP  WANTED- 


ACADEMIC 


ARKANSAS  STATE  UNIVERSITY 
Department  of  Journalism  and  Printing 
Visual  Communication  Position 

Tenure-track  position  for  Fall  2004. 
Arkansas  State  University  is  an  Equal  Op- 
portunity/Affirmative  Action  Employer  with  a 
strong  institutional  commitment  to  the 
achievement  of  excellence  and  diversity 
among  its  faculty  and  staff. 

Teaching  and  research  responsibilities  in¬ 
clude  visual  communication,  photography, 
digital  publishing  and  design,  multimedia 
production  and  pre  press  production. 
Required:  doctorate  in  appropriate  area  and 
experience  or  master's  degree  and  3-5 
years  experience.  Assistant  professor  rank. 
Contact:  Joel  Gambill,  Department  of  Jour¬ 
nalism  and  Printing,  Arkansas  State  Univer¬ 
sity,  P.O.  Box  1930,  State  University 
(Jonesboro)  AR  72467.  Provide  current  re¬ 
sume,  names  and  addresses  of  three  refer¬ 
ences  and  copies  of  transcripts. 

Application  review  will  begin 
January  30,  2004. 

INDIANA  STATE  UNIVERSITY  (2  positions) 

1)  Organizational  Communication,  Public  Re¬ 
lations,  Research  Methods.  Ethics,  Persua¬ 
sion,  Media  Writing  desirable.  2)  Broad¬ 
cast/electronic  journalism,  on-line  journal¬ 
ism,  new  technology.  Communication 
Ethics,  Persuasion,  Media  Writing  desirable. 
Teaching  excellence,  research/publica¬ 
tions/creative  and  Ph.D.  or  ABD  for  both, 
projects/professional  activity  required  for 
position  #2  only.  Both  positions  are  ten¬ 
ure-track,  assistant  professor,  and  begin 
August  2004.  Send  vita,  transcripts,  three 
recommendation  letters,  support 
documents,  application  letter  by  January 
12,  2004,  to:  Chair,  Search  (Committee 
(0(jPR  or  B/EJ-TECH  position).  Department 
of  Communication,  Indiana  State  University, 
Terre  Haute,  IN  47809.  Direct  questions  to: 
Dr.  Richard  Vincent,  Chairperson,  (812) 
237-3246;  fax:  (812)  237-3217,  or  E-mail 
rvincent@indstate.edu.  AA/ADA/EEO. 
http://www.indstate.edu/comm/ 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


ACADEMIC 


HOWARD  R.  MARSH 

VISITING  PROFESSORSHIP  IN  JOURNALISM 
The  Department  of  Communication  Studies 
at  the  University  of  Michigan  seeks  nomina¬ 
tions  and  applications  for  the  Howard  R. 
Marsh  Visiting  Professorship  in  Journalism. 
The  Howard  R.  Marsh  Endowment  provides 
funds  for  a  one-semester  or  one-year  visit 
from  either  a  distinguished  academic  scholar 
who  studies  journalism  and  news  media 
or  an  eminent  professional  journalist.  The  in¬ 
dividual  selected  for  this  appointment  will 
contribute  to  the  education  of  students  in 
the  Department  and  College  who  are  studying 
long-range  factors  affecting  the  ability 
of  the  news  media  to  perform  their 
functions  in  a  democratic  society. 

The  Marsh  Visiting  Professor  will  teach  up 
to  two  courses  per  term,  engage  in  additional 
dialogue  with  students  and  faculty, 
pursue  current  professional  or  scholarly  in¬ 
terests,  and  contribute  to  the  direction  of 
the  Howard  R.  Marsh  Center  for  the  Study 
of  Journalistic  Performance.  The  Center,  lo¬ 
cated  in  the  Department  of  Communication 
Studies,  supports  scholarly  research  on 
democratic  functions  of  the  news  media. 
Nominations  and  applications  for  the 
Howard  R.  Marsh  Visiting  Professorship 
should  be  directed  to: 

Marsh  Professor  Search 
Department  of  Communication  Studies 
2020  Frieze  Building,  105  S.  State  Street 
The  University  of  Michigan 
Ann  Arbor,  Ml  48109-1285 
Questions  should  be  sent  to: 
comm.studies.dept@umich.edu 
Review  of  nominations  and  applications  for 
single-term  or  academic  year  appointments 
that  would  start  in  the  Fall  of  2004  will 
begin  immediately  and  continue  until  the  po¬ 
sition  is  filled.  The  University  of  Michigan  is 
a  non-discriminatory/affirmative  action  em¬ 
ployer. 


“Showing  up  is  80  percent  of 
life.” 

-  Woody  .Allen 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 

Editor  &  Publisher 


visit  our  website  at 
www.editoraiidpiiblisher.coin 


ACADEMIC 


S.l.  Newhouse 

School  of  Public  Communications 
The  Visual  &  Interactive  Communications 
Department  at  Syracuse  University’s  New¬ 
house  School  of  Public  Communications 
seeks  a  tenure-track  faculty  member  in 
Graphic  Arts  at  the  assistant  professor 
level. 

Candidates  must  be  capable  of  teaching 
general  and  specialized  courses  in  graphics 
and  imagery  in  a  public  communications 
context  to  undergraduate  and  graduate  stu¬ 
dents.  A  master’s  degree  in  a  communica¬ 
tions  field  and  significant  professional  expe¬ 
rience  are  required.  Prior  experience  teach¬ 
ing  at  the  college  level  is  preferred.  Area  of 
specialization  is  open  to  any  media  field  in¬ 
cluding  news  design,  advertising  art  direc¬ 
tion,  corporate  communications  or  interac¬ 
tive  media.  Candidates  should  be  prepared 
to  present  a  portfolio  of  their  visual  commu¬ 
nications  work  or  work  produced  under 
their  supervision. 

Deadline  for  applications  is  February  9, 
2004.  To  apply,  please  send  a  letter  of  in¬ 
terest,  resume,  and  the  names,  titles,  tele¬ 
phone  numbers  and/or  E-mail  addresses  of 
three  references  to:  Dr.  Anthony  R.  Golden, 
Chair,  Visual  &  Interactive  Communications 
Department,  S.l.  Newhouse  School  of  Public 
Communications,  Syracuse  University, 
215  University  Place,  Syracuse,  NY 
13244-2100. 

Syracuse  University  is  an  Affirmative  Action/ 
Equal  Opportunity  Employer 


ADMINISTRATIVE 


GENERAL  MANAGER 

Target  Media  Partners,  one  of  the  nation’s 
fastest  growing  print  advertising  companies 
has  an  opening  for  a  qualified  general  man¬ 
ager  in  the  Knoxville,  TN  area. 

The  ideal  candidate  will  have  previous  expe¬ 
rience  in  the  print  industry,  advertising 
and/or  strong  commercial  sales 
background  with  5  years  progressive  man¬ 
agement  experience  leading  to  the  GM  level 
or  beyond. 

Proven  ability  to  grow  sales  and  develop 
people  a  must.  Our  unique  entrepreneurial 
management  approach  will  allow  the  right 
individual  unlimited  opportunity! 
Competitive  salary  with  bonus  and  a  com¬ 
prehensive  benefits  program. 

Please  E-mail  cover  letter  and  resume  to: 
HR@TargetMediaPartners.com  EOE 

PUBLISHERS  NEEDED 

Growing  newspaper  company  needs  pub¬ 
lishers  that  are  willing  to  work  hard  and  can 
generate  revenue.  If  you  enjoy  the  freedom 
to  be  successful  and  run  your  own  newspa¬ 
per,  we  need  you.  Benefits  package  includes 
health,  dental,  401(k)  and  disability. 
Send  resume  to  Box  3576,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor, 
New  York,  NY  10003. 


ADVERTISING 


MANAGER,  8  staffers,  daily  and  weekly 
group.  Tulsa,  OK  green  country.  Salary,  in¬ 
centives,  bonus. 

ccagle@neighbor-newspapers.com 


ADVERTISING 


SALES  MANAGER 

The  Cincinnati  Enquirer  is  a  respected  leader 
with  a  rich  tradition  of  excellence  and  di¬ 
versity.  As  part  of  Gannett  Inc.,  the  nation’s 
largest  newspaper  company,  we  offer  a  dy¬ 
namic,  customer-focused  environment 
where  you  are  rewarded  for  your  exceptional 
performance. 

A  Sales  Manager  for  The  Cincinnati  Enquirer 
is  responsible  for  leading  and  coaching  a 
sales  team  to  achieve  department  goals.  In 
addition,  the  individual  will  help  oversee  the 
sales  team’s  accounts,  increase  the  market 
share  of  the  sales  category  through  well-de¬ 
veloped  selling  initiatives  that  identify  new 
business  opportunities  as  well  as  ways  to 
increase  business  with  current  customers. 
This  position  will  also  establish  strategies 
for  accomplishing  objectives  of  the  depart¬ 
ment  and  will  train,  coach,  and  motivate 
others  to  exceed  established  goals.  The 
Sales  Manager  is  expected  to  utilize  market 
research  data,  deliver  quality  sales  presen¬ 
tations  and  assist  in  the  training  of  the 
sales  team  on  selling  the  value  of  Enquirer’s 
broad  range  of  multi-media  products  and 
services  including  print,  on-line,  television, 
targeted  publications,  direct  mail,  and  event 
marketing. 

The  qualified  candidate  must  have  a  track 
record  of  successful  sales  management  ex¬ 
perience  and  a  minimum  of  three  years  of 
sales  supervisory  experience.  Media  or 
newspaper  experience  is  preferred.  A  college 
degree  in  marketing  or  related  field  is 
ideal  or  equivalent  work-related  experience. 
Superior  organizational  and  communication 
skills  are  essential. 

Please  submit  resumes  to: 

Human  Resources  Department 
The  Cincinnati  Enquirer 
312  Elm  Street,  Cincinnati,  OH  45202 
Or  fax  to:  (513)  768-8210 
Or  E-mail  to:  hr@enquirer.com 
EOE 


CIRCULATION 


CIRCULATION 

SALES  AND  MARKETING  MANAGER 
The  Observer-Dispatch,  a  45,000  daily  and 
55,000  Sunday  located  in  central  New 
York,  Is  seeking  a  Circulation  Sales  and 
Marketing  Manager.  You  will  be  responsible 
for  increasing  market  penetration  and  meet¬ 
ing  circulation  volume  and  revenue  goals. 

Five  years  of  circulation  and  sales  experience 
as  well  as  sound  people  and  organizational 
skills  required.  Marketing  experience 
is  a  plus. 

If  you  want  to  be  part  of  and  grow  within 
America’s  largest  newspaper  publisher  in 
the  US,  Gannett,  please  apply  to: 

Observer-Dispatch,  Attn:  Human  Resources 
221  Oriskany  Plaza,  Utica,  NY  13501 
E-mail:  rprocida@utica.gannett.com 

Leading  provider  of  system  solutions  for 
the  publishing  industry  has  positions  available 
in  its  Los  Angeles  and  Houston  offices 
for  CIRCULATION  AND  ADVERTISING  SYS¬ 
TEMS  PRODUCT  REPRESENTATIVES.  Candi¬ 
dates  need  a  minimum  of  3  years  soft¬ 
ware/project  management  experience.  Pub¬ 
lishing  industry  knowledge  a  plus.  Travel  re¬ 
quired.  Send  resume  to  H.R.,  Neasi-Weber 
International,  8550  Balboa  Blvd.,  #100, 
Northridge,  CA  91325. 
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-HELP  WANTED- 


ADVERTISING 

ADVERTISING 

1  1 

CLASSIFIED  SALES  MANAGER 


VNU,  a  leading  business-to-business  information  company,  has  a  great  opportunity 
for  a  Classified  Sales  Manager  to  join  our  Classified  team. 

Responsibilities  include  managing  existing  account  base  as  well  as  ongoing  new 
business  development.  Ideal  candidate  will  have  at  least  3  years  of  inside  sales  experience. 
Must  have  great  communication  skills,  be  a  team  player  with  a  great  attitude  and  have  high 
energy. 

VNU  offers  competitive  salary  plus  potential  to  earn  commissions.  We  also  have  a 
comprehensive  benefits  package  that  includes  a  401(k)  plan  and  a  pension  plan. 

Send  resume  with  cover  letter  Indicating  salary  requirements  to: 

VNU  Business  Publications 
E-mail:  MMRopportunities@vnuusa.com 
Please  indicate  “Classified’  in  subject  line  when  e-mailing  resume. 

Fax:  (646)  654-7278 


CIRCULATION  CIRCULATION 


CIRCULATION  MANAGER 
Dow  Jones  &  Company,  publishers  of  The 
Wall  Street  Journal  and  Barron's,  has  an  im¬ 
mediate  need  for  a  Circulation  Manager  at 
our  Naperville,  IL  location. 

Successful  candidates  will  be  responsible 
for  managing  the  distribution  and  delivery  of 
Dow  Jones'  publications  in  the  Illinois  market. 
This  involves  managing  wholesaler  activity, 
sub-contractor  carrier  delivery,  and 
budgetary  responsibility.  Will  also  be  re¬ 
sponsible  for  promoting  the  expansion  and 
sales  of  our  products  for  both  home 
delivery  and  single  copy  sales.  Supervision 
of  field  and  office  staff  included. 

Candidates  must  have  prior  experience  in 
newspaper  distribution,  marketing  or  sales. 
Prior  single-copy  sales  experience  desired. 
Strong  organizational,  analytical,  planning 
and  managerial  skills  are  required,  along 
with  excellent  oral  and  written  communication 
skills.  PC  proficiency  necessary,  including 
web-based  applications.  College  degree 
desired. 

We  offer  competitive  salaries,  excellent 
benefits  and  advancement  opportunities. 
For  consideration,  please  forward  your  re¬ 
sume  including  salary  requirements  to: 

Dow  Jones  &  Company 
Human  Resources:  CA'EM/65653 
P.O.  Box  300,  Princeton,  NJ  08543 
E-mail:  archer3@dowjones.com 
www.dowjones.corti/careers 
Equal  Opportunity  Employer 


DIRECTOR  OF  CONSUMER 
SALES  AND  MARKETING 

The  (Colorado  Springs)  Gazette  has  an  im¬ 
mediate  opening  in  Circulation  sales  and 
marketing.  This  director  is  responsible  for 
providing  direction  and  leadership  for  the 
Circulation  division's  consumer  sales  and 
marketing,  customer  service,  NIE  and  com¬ 
puter  systems  staffs. 

This  position  assists  the  VP  of  Circulation  in 
the  creation,  development  and  execution  of 
the  Circulation  division's  overall  plan.  The 
successful  candidate  shares  in  the  respon¬ 
sibility  for  the  division's  performance  in 
achieving  circulation  growth,  revenue  and 
expense  obiectives. 

This  position  requires  a  person  who  can  de¬ 
sign,  implement  and  monitor  sales  and  mar¬ 
keting  programs  to  meet  or  exceed  assigned 
revenue  and  circulation  goals.  An  absolute 
commitment  to  customer  service  is  essential 
and  you  must  work  in  a  collaborative 
manner  with  a  wide  range  of  clients  and  col¬ 
leagues  to  execute  this  role  effectively. 

Please  send  your  resume  to:  The  Gazette, 
Attn.  Bruce  Ullom,  30  South  Prospect 
Street,  Colorado  Springs,  CO  80903  or: 
bullonii@gazette.com 

*The  on^  tfwig  <  thinfc  any  of  US  Mfant  IS  ID  Kv 
as  iong  as  are  any  ^ood.  And  then  not  ” 

Katharine  Graham 


E&P  EMPLOYMENT  ZONE  CHART 

Use  zone  number  to  indicate  location  without  specific  identification 


CIRCULA’nON 


DIRECTOR.  NEWSPAPER  SALES 
North  America 

Newsstand,  Inc.,  the  leading  global  digital 
partner  for  premier  publishers  of  newspa¬ 
pers,  magazines  and  other  print  media  has 
an  immediate  need  for  a  Director,  Newspaper 
Sales  North  America. 

Newsstand's  digital  delivery  solution  makes 
it  possible  for  subscribers  to  download,  via 
the  Internet,  an  entire  publication  in  traditional 
print  format  that  can  be  read  offline 
or  online  on  their  PC  or  laptop.  Newsstand 
not  only  offers  an  entirely  new  reading  ex¬ 
perience  for  an  “information  hungry"  global 
community,  but  also  creates  innovative  mar¬ 
keting  opportunities  for  both  publishers  and 
advertisers. 

Ideal  candidate  is  a  seasoned  circulation 
sales  pro  with  5  years  experience:  well 
versed  in  both  operational  and  marketing 
aspects  of  newspaper  circulation;  ABC 
rules;  Web  savvy;  proficiency  in  MS  Word, 
PowerPoint,  Excel  and  Outlook. 

Responsibilities  include  developing  new,  as 
well  as  managing  and  growing  current  pub¬ 
lisher  relationships  and  growing  e-edition 
circulation.  Current  publishing  partners  in¬ 
clude  The  New  York  Times,  USA  TODAY, 
Barrens',  WSJ,  Boston  Globe,  Washington 
Times,  Tampa  Tribune  and  many  o' her 
prestigious  publishers. 

Please  visit  our  Web  site  for  a  detailed  view 
of  our  company,  partners,  investors  and 
senior  management:  www.newsstand.com 

Newsstand  Inc.,  an  EOE  is  offering  a  com¬ 
petitive  salary  package  with  performance 
bonus,  mediCal,  dental,  vision  plans  as  well 
as  stock  option  grants.  Location  for  this  po¬ 
sition  is  negotiable.  Qualified  candidates 
are  encouraged  to  submit  a  resume,  cover 
letter  and  salary  requirements  to: 

mylesf@newsstand.com 
or  FAX:  (512)  334  5120  Attn:  Sr.  VP  Sales 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


CIRCULATION 


THE  ARIZONA  REPUBLIC 
Marketing  and  Administration  Director 
Phoenix 

The  Arizona  Republic,  Arizona’s  leading  pro¬ 
vider  of  news  and  information  for  more  than 
a  century,  is  seeking  a  Marketing  and  Ad¬ 
ministration  Director  to  join  our  senior-level 
management  team.  This  position  reports  di¬ 
rectly  to  the  VP  of  Circulation. 

This  person  will  direct  all  Circulation  sales 
and  marketing  efforts  throughout  the  state 
of  Arizona  and  will  be  occountable  for  im¬ 
proving  Customer  Service  for  all 
subscribers  by  managing  all  Customer  Serv¬ 
ice  operations  in  the  Circulation  Department, 
including  the  Customer  Service  Call 
Center.  They  will  oversee  The  Arizona  Re¬ 
public’s  initiative  for  targeted  acquisition 
and  retention  efforts  based  on  defined  geo¬ 
graphic.  psychographic,  demographic  or 
other  criteria,  all  pressure  start  subscription 
sales,  direct  sales  programs,  including  ven¬ 
dor  sales,  variable  pricing/billing,  and  sub¬ 
scriber  communication,  as  well  as,  increasing 
the  duration  of  each  subscription. 

This  person  will  also  develop  pricing 
models  and  rate  structures,  direct 
marketing  of  products  by  building  and  man¬ 
aging  strong  relationships  with  Marketing. 
Integrated  Marketing,  Advertising, 
Newsroom,  and  other  departments, 
manage  all  education-related  sales  opportu¬ 
nities  and  leads  the  budget  reporting  and 
preparation  process  for  the  Circulation  De¬ 
partment.  In  addition,  this  person  will  manage 
and  coordinate  all  technology/IT  efforts 
as  they  relate  to  the  Circulation  Department 
by  identifying  and  implementing  new  oppor¬ 
tunities  where  sales  and  marketing  auto¬ 
mation  can  be  used  to  increase  profitability, 
or  where  technology  can  be  used  to 
improve  the  Circulation  operation.  This  posi¬ 
tion  is  responsible  for  ensuring  compliance 
with  the  Audit  Bureau  of  Circulations. 

The  qualified  candidate  will  have  strong 
leadership,  management,  negotiation,  pres¬ 
entation  and  motivational  skills.  They  will 
demonstrate  strong  analytical  skills,  business 
acumen,  and  sound  judgment.  This 
person  must  also  be  creative,  persuasive, 
and  articulate  and  comfortable  with  a 
variety  of  databases,  systems,  and 
software. 

A  Bachelor’s  degree  or  4  years  experience 
and/or  training  in  a  related  field,  preferably 
in  Business.  An  MBA  is  strongly  preferred. 
Seven  years  of  sales  and  analytical  experi¬ 
ence  in  the  newspaper  industry,  as  well  as, 
a  background  in  financial  planning  and  anal¬ 
ysis,  customer  service  and  information 
technology  within  a  Circulation  department. 
The  Arizona  Republic  provides  competitive 
salaries  and  a  comprehensive  benefits 
package.  Candidates  with  the  above  qualifi¬ 
cations  and  the  desire  to  join  a  re- 
sults-oriented  team  should  submit  resume 
and  salary  requirements  to: 

rachael.peterson@pni.com 
The  Arizona  Republic  is  an 
Equal  Opportunity  Employer 
and  a  Drug-Free  Workplace 


Tilt-  nt-ivspaiXT  tan  Ix-tomt-  tht-  rixk  of 
the  fommunity.  .separating  water-tax  tier 
talk  from  the  truth.” 

-l>.in  Rather.  CBS  .’Sewii  ;uxhor,  I99K 


www.edltorandpubllsher.com 


NOVEMBER  17.  2003  EDITOR  &  PUBLISHER  CLASSIFIEDS  19 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  ~  Faa: :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


CIRCULATION 


The  Greenspun  Media  Group,  the  largest 
magazine  publisher  in  the  Las  Vegas  Valley, 
is  looking  to  fill  the  following  position: 

SUBSCRIPTION  MANAGER. 

\A/e  are  seeking  a  highly  motivated  Sub¬ 
scription  Manager  to  grow  our  paid  circula¬ 
tion  business.  The  Subscription  Manger  will 
develop  new  business,  renewal,  and  billing 
promotions  in-line  with  company  objectives, 
develop  testing  plans,  analyze  results,  and 
improve  profitably.  The  Subscription  Manger 
will  also  prepare  subscription/revenue 
forecasts  and  expense  budgets. 

The  qualified  candidate  must  possess  the 
following  requirements: 

•  Direct  marketing  (preferably  with  publishing) 
and  analytical  skills 

•  Proficient  use  of  MS  Office  and 
Databases 

•  Good  communication  skills, 
self-motivated 

•  Excellent  customer  service  skills 

•  Previous  mailing  list  and  database  man 
agement  experience 

Greenspun  Media  Group  offers  excellent 
benefits:  medical,  dental,  vision,  life  insur¬ 
ance,  401(k),  tuition  reimbursement,  and 
much  more. 

Greenspun  Media  Group 
Attn:  Human  Resources 
2290  Corporate  Circle  Dr.,  #250 
Henderson,  NV  89074 
Fax:  (702)  990-2593 
E-mail:  fredia.rice@vegas.com 


EDITORIAL 


ASSOCIATE  EDITOR 

VNU  Business  Media,  a  leading  busi- 
ness-to-business  information  company,  has 
an  immediate  job  opening  with  our  Jewelry 
Group  for  an  Associate  Editor  in  our  New 
York  City  office. 

Responsibilities  include:  general  assignment 
reporting  and  editing,  writing  news  copy 
and  features,  conducting  interviews  for  ar¬ 
ticles  and  features,  and  creating  content  for 
other  products,  including  supplements  and 
show  dailies. 

Qualified  applicants  will  have  a  BA/BS  degree 
in  a  writing  related  study,  2  years  print 
publication  reporting,  preferably  on  a  daily 
newspaper,  proofreading  experience,  and 
facility  with  Quark.  Some  travel  required. 
Please  E-mail  your  resume  and  cover  letter 
including  salary  requirements,  indicating  po¬ 
sition  code  AENJ-EP  in  the  subject  line,  to: 
mmropportunities@vnuusa.com  or  mail  to 
VNU  Business  Media,  Human  Resources, 
7th  Floor,  770  Broadway,  New  York,  NY 
10003. 

VNU  is  an  equal  opportunity  employer 

COPY  EDITOR/PAGE  DESIGNER 
The  Sedalia  Democrat  seeks  an 
experienced  copy  editor/page  designer. 
Quark  proficiency  required.  Contact  Oliver 
Wiest  at:  editor@sedaliademocrat.com 
P.O.  Box  848,  Sedalia,  MO  65302. 

(800)  892-7856. 


EDITORIAL 


ASSISTANT  METRO  EDITOR 
The  Montgomery  Advertiser,  which  is  a  part 
of  the  Gannett  organization,  is  a  growing 
company  that  values  employees  and  their 
contribution  to  the  organization.  Part  of  Our 
Mission  is  to  “provide  opportunities  and  fi¬ 
nancial  success  for  employees,  customers 
and  shareholders.” 

We  are  looking  for  talented  individuals  who 
want  to  grow  with  the  organization  and  be  a 
part  of  our  success  story.  The  Assistant 
Metro  Editor  is  responsible  for  assisting  the 
Metro  Editor  and  Night  Editor  in  helping  re¬ 
porters  improve  the  quality  of  the  local, 
state  news  report  and  the  enterprise 
report. 

Assists  the  Metro  Editor  and  Night  Editor  in 
the  day  to  day  operation  of  the  city  desk, 
critiques,  edits  and  looks  for  ways  to  improve 
the  quality  of  local  news, 
Autauga-Elmore  news,  state  government 
and  state  news.  Tl'ic  AssislaPf  City  Editor  is 
responsible  for  gathering  information 
needed  by  the  City  Editor  for  daily,  weekly, 
monthly,  and  long-range  planning. 

Supervises  a  team  of  reporters  that  range 
in  number  from  15-25.  A  Bachelor's  degree 
and  3-5  years  of  editing  and  managerial  ex¬ 
perience  IS  required.  Salary  is  $31,200  - 
$46,800  per  year  depending  upon  qualifica¬ 
tions. 

The  Montgomery  Advertiser  offers  an  excel¬ 
lent  compensation  package  including 
health,  dental,  vision,  tuition  assistance,  re¬ 
tirement  and  401(k)  plan.  If  you  are  interested 
and  meet  our  requirements,  send  or 
fax  your  resume  aiong  with  a  cover  letter, 
and  salary  history  to: 

Montgomery  Advertiser 
Human  Resources  Department 
425  Molton  Street 
Montgomery,  AL  36104 
FAX:  (334)  261-1587 
E-mail:  hr@montgomeryadvertiser.com 


ASSOCIATE  EDITOR 
The  Penn  Stater  Magazine 
Penn  State  University 

The  Penn  Stater,  a  bimonthly  alumni  maga¬ 
zine  with  a  circulation  of  145,000,  needs  an 
associate  editor  to  assign,  write,  and  edit 
feature  stories  and  shorter  articles;  hire 
freelance  writers;  and  assist  in  production. 
Applicants  should  have  a  Bachelor’s  degree 
and  two  years  of  work-related  experience. 
Magazine  experience  is  a  plus,  as  is  a  back¬ 
ground  in  creative  nonfiction/literary  journal¬ 
ism. 

Apply  online  at: 

www.ohr.psu.edu/EMPLMENT/current.cfm 
(Job  #16708)  or  send  cover  letter,  resume 
and  salary  requirements  to:  Employment  & 
Compensation  Division,  JOB  #  L-16708, 
120  S.  Burrowes  Street,  University  Park, 
PA  16801  or  FAX  to:  (814)  865-3750. 
Resumes  will  be  accepted  until  position  is 
filled.  Penn  State  is  committed  to 
affirmative  action,  equal  opportunity  and  the 
diversity  of  its  workforce. 


EDITORIAL 


EDITOR 

Our  seven-day,  10,500  circulation  newspaper 
in  Eastern  Oregon  is  a  regional  leader. 
The  East  Oregonian  seeks  a  newsroom  ex¬ 
ecutive  with  experience  in  all  aspects  of 
news  gathering  and  editing  as  well  as  edito¬ 
rial  writing.  The  Oregon  Trail  passes 
through  our  circulation  area.  Lewis  &  Clark 
walked  here  where  the  Columbia  basin 
meets  the  Blue  Mountains. 

Our  family-owned  six  paper  company  values 
high  quality  journalism  and  innovation. 
Salary  above  industry  average,  health  plan, 
401(k)  and  profit  sharing.  Send  cover 
letter,  resume  and  references  to  J.  Brown, 
HR,  East  Oregonian,  P.O.  Box  1089,  Pen¬ 
dleton,  OR  97801  or: 

jacbrown@eastoregonian.com 


ENJOY  THE  SUN  BY  DAY 
BE  A  CITY  EDITOR  BY  NIGHT 
If  you  want  to  become  an  editor  in  one  of 
the  hottest  markets  in  Florida,  check  this 
out:  We’re  looking  for  a  Night  City  Editor  to 
help  run  our  four  daily  newspapers  in  sunny 
Southwest  Florida.  We  call  ourselves 
“America's  Best  Community  Daily  Newspa¬ 
per”  for  a  reason:  We  won  60  national  and 
state  awards  in  2002.  Contact  Buddy  Martin, 
Managing  Editor,  Charlotte  Sun,  23170 
Harborview  Road,  Charlotte  Harbor,  FL 
33980,  or  E-mail:  bmartin@sun-herald.com. 
No  phone  calls.  EOE/Drug  Free  Workplace 


MANAGING  EDITOR 

The  Oak  Ridger,  published  Mon-Fri  in  Oak 
Ridge,  Tennessee  is  seeking  a  Managing 
Editor  to  lead  a  strong  staff  of  talented  jour¬ 
nalists.  Responsibilities  include  editing  local 
news,  editorial  and  column  writing;  some 
page  design  and  coordination  of  newspaper 
special  sections.  Individual  selected  will  be 
responsible  for  supervision  of  news  operation 
of  newspaper  and  will  report  to  the 
Publisher.  The  Oak  Ridger  is  an  Equal  Op¬ 
portunity  Employer  offering  a  full  benefit 
package.  Submit  resume  including  salary 
requirements  and  clips  to: 

publisher@oakridger.com 
Or  via  mail  to  The  Oak  Ridger,  Human  Re¬ 
sources  Department,  Attn:  Managing  Editor, 
785  Oak  Ridge  Turnpike,  Oak  Ridge,  TN 
37831-3446,  or  Fax  to  (865)  220-5460. 


NEW  ENGLAND  DAILY  (under  10,000)  with 
weekly  operations  seeks  seasoned,  enthusi¬ 
astic  editor  to  lead  a  new  round  of  growth 
in  a  competitive  market.  Our  editor  must  be 
able  to  provide  leadership  and  training  and 
be  a  solid  representative  to  the  community. 
He/she  should  have  deep  knowledge  of  all 
departments  and  proven  ability  to  work  with 
other  managers.  We  are  in  a  beautiful,  ac¬ 
cessible  part  of  New  England  with  a  wealth 
of  cultural  and  outdoor  amenities.  Send  re¬ 
sume  and  references  to  Box  3587,  Editor  & 
Publisher  Classified,  770  Broadway,  7th 
Floor,  New  York,  NY  10003. 


EDITORIAL 


MANAGING  EDITOR 

VNU  Business  Media,  a  leading  busi- 
ness-to-business  information  company,  has 
an  immediate  job  opening  with  our  Jewelry 
Group  for  an  experienced  Managing  Editor 
to  work  in  our  New  York  City  office.  The  ME 
will  oversee  the  editorial  and  production 
processes  for  a  group  of  jewelry  related 
magazines,  electronic  newsletters  and  spe¬ 
cial  projects  and  will  ensure  that  the  maga¬ 
zine,  e-newsletter,  website  content,  online 
dialogues,  and  reprint  archives  all  success¬ 
fully  meet  their  production  schedules. 
Qualifications  include  a  degree  in 
Journalism,  English,  Communications,  or  a 
closely  related  field,  and  7-10  years  of  pro¬ 
gressively  responsible  experience  in  editorial 
management  timeliness.  Must  have  excellent 
copy  editing  skills,  familiarity  with 
graphic  design  and  printing,  knowledge  of 
MS  Word,  MS  Excel,  Adobe  Acrobat, 
Dreamweaver,  and  Photoshop.  A  solid  editing 
and  writing  background  are  necessary. 

Please  E-mail  your  resume  and  cover  letter 
including  salary  requirements,  indicating  po¬ 
sition  code  MENJ-EP  in  the  subject  line,  to: 
mmropportunities@vnuusa.com  or  mail  to 
VNU  Business  Media,  Human  Resources, 
7th  Floor,  770  Broadway,  New  York,  NY 
10003. 

VNU  is  an  equal  opportunity  employer 


NEWS  EDITOR/ 

ONLINE  CONTENT  MANAGER 
VNU  Business  Media,  a  leading  busi- 
ness-to-business  information  company,  has 
an  immediate  job  opening  for  an  experienced 
News  Editor/Online  Content  Manager 
to  join  our  Convenience  Store  News  Magazine 
team.  This  position  is  in  our  New  York 
City  office.  The  News  Editor  will  research, 
write  and  edit  news  stories  for  both  the 
Web  site  and  the  magazine.  Must  be  news 
savvy  and  information-hungry,  completely 
committed  to  quality  and  accuracy,  with  a 
writing  style  that  combines  credibility  and  a 
lively  tone.  In  addition  to  writing  and  editing 
news,  the  news  editor  will  monitor  the 
entire  Web  site  and  help  manage  all 
content. 

Qualifications  include  at  least  3  years  at  a 
quality  daily  newspaper,  news  magazine  or 
news-oriented  trade  publication.  Must  have 
some  experience  with  Web  content  man¬ 
agement  and  BA/BS  in  journalism  or  com¬ 
munications.  Ability  to  travel  and  work  flexible 
hours. 

Please  E-mail  your  resume  and  cover  letter 
including  salary  requirements,  indicating  po¬ 
sition  code  NECS-EP  in  the  subject  line,  to: 
mmropportunities@vnuusa.com  or  mail  to 
VNU  Business  Media,  Human  Resources, 
7th  Floor,  770  Broadway,  New  York,  NY 
10003. 

VNU  is  an  equal  opportunity  employer 


"Freedom  is  always  within  the  fnimework 
oftlestiny.  ’  -.Martin  l.iither  Kina  |r . 

ei\il  rights  le-.ider  .  IW 


It’s  a  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 

1 

EDIT0R6?PUBLISHER:  The  communication  link 
of  the  newspaper  industry  every  week  since  188^^. 

Classified  Advertising  Call  Hazel  Preuss  at  888*82 $*9149 
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-HELP  WANTED- 


EDITORIAL 


OBITUARY  WRITER 

The  Washington  Post  is  seeking  a  graceful 
writer  with  an  absolute  reverence  for  facts 
and  a  broad  familiarity  with  science,  arts 
and  letters  to  write  obituaries  that  convey 
not  only  a  sense  of  life  lived,  but  also  a 
view  of  history. 

The  candidate  we  seek  can  ferret  out  context 
from  the  most  obscure  reference 
works,  loves  history  and  biography,  and  has 
the  ability  to  deal  sensitively  but  directly 
with  grieving  relatives.  The  ideal  candidate 
will  have  at  least  five  years  of  experience 
reporting  for  a  metropolitan  daily  newspaper. 
Interested  parties  should  send  a  cover 
letter,  resume  and  five  to  six  clips  to  Cheryl 
Butler,  Director  of  Recruiting  and  Hir¬ 
ing/News,  The  Washington  Post,  1150  15th 
Street  NW,  Washington,  DC  20071  or 
E  mail:  butler@washpost.com 


INFORJVL\TION  SYSTEMS 


CIRCULATION  SYSTEMS  ADMINISTRATOR 
Seeking  top  circulation  software  manager/ 
analyst.  Responsibilities  at  this  24,000  daily 
circulation  newspaper  include  coordination 
of  circulation  computer  systems  and  tech¬ 
nology  projects,  data  management,  training 
of  users  and  data  analysis. 

Minimum  requirements:  BS  in  Computer  Sci¬ 
ence  or  equivalent  experience,  three  years 
circulation  experience,  management  experi¬ 
ence,  proficiency  in  Crystal,  Access  and  Ex¬ 
cel  software,  knowledge  of  Oracle  and  DSI 
circulation  software  a  plus. 

This  family-owned  newspaper/commercial 
printing  operation  offers  good  benefits  and 
mid-west  lifestyle  in  a  progressive  town. 
Either  mail  or  E-mail  (sorry,  no  phone  calls 
please)  resume  and  cover  letter  with  salary 
requirements  and  history  to: 

Dirk  Dunkle,  Circulation  Director 
Columbia  Daily  Tribune 
101  N.  4th  Street,  Columbia,  MO  65201 
ddunkle@tribmail.com 


MAILROOM 


ASSISTANT  PACKAGING  & 
DISTRIBUTION  MANAGER 
Mid  size  morning  newspaper  in  Southern 
California  has  an  immediate  opening  for  an 
individual  experienced  in  the  printing  industry. 
Packaging  &  Distribution  Center  seeks 
a  qualified  applicant  with  a  strong  emphasis 
on  extensive  management  experience  in¬ 
cluding  adept  team  building  abilities  and 
proficient  communication  skills.  Qualifying 
individuals  should  possess  experience  with 
mailroom  facilities,  including  state  of  the  art 
Inserting  Machines  and  Controls.  This  man¬ 
agement  position  requires  analytical  skills 
and  the  capacity  to  facilitate  quality  produc¬ 
tion  in  timely  and  consistent  manner.  Must 
be  willing  to  work  nights  and  weekends  with 
the  opportunity  for  advancement.  We  offer 
a  highly  competitive  compensation  and  ben¬ 
efits  package  including  medical  coverage 
and  401(k).  Qualified  candidates  should 
send  cover  letter  and  resume  to: 

Box  3578,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


PREPRESS 


EVENING  PRE-PRESS  SUPERVISOR 
ARE  YOU  A  NIGHT  PERSON? 

The  Flyer  is  located  in  beautiful  Tampa,  Flor¬ 
ida  and  is  the  Bay  Area’s  largest  weekly  direct 
mail  shopping  magazine  with  over 
800,000  circulation.  We  are  a  nationally 
recognized,  award-winning  publication  serv¬ 
ing  the  state  of  Florida  for  almost  three 
decades. 

Offering  stability  and  growth  to  the  right  in¬ 
dividual,  the  successful  candidate  must 
have  recent  supervisory  experience  with  a 
20-f  staff  in  an  ad  design  environment  and 
must  have  experience  in  Mac  and  PC  soft¬ 
ware,  hardware,  output  devices,  networks 
and  servers.  We  are  a  100%  digital  comput- 
er-to-film  shop  and  offer  the  latest  technology 
on  up-to<fate  equipment. 

Send  resume  to: 

CAStarring@theflyer.net 
or  FAX  resume  to:  (813)  623-3983 
Attn:  Cindy  Starring 
EOE  Drug  Free  Workplace 


PRESSROOM 


PRESS  OPERATOR 

The  Las  Vegas  Review-Journal  is  seeking  an 
experienced  Harris  web  press  operator  to 
help  take  us  to  the  next  level  of  quality 
printing  at  our  Pahrump  Valley  Times 
affiliate.  Located  away  from  the  Vegas  hustle 
and  bustle,  Pahrump,  Nevada  is  stilt 
close  enough  to  enjoy  the  big  city  whenever 
you  want.  We  offer  a  competitive  wage  and 
benefits  package  and  a  stable  work  environ¬ 
ment.  Apply  to  Las  Vegas  Review-Journal, 
Human  Resources,  P.O.  Box  70,  Las 
Vegas,  NV89125TX)70  or 

E-mail  to:  mwujek@pvtimes.com. 
Pre-employment  drug  screen  required.  EOE 


SALES 


Midwest  Literary  Magazine  seeks 
SALES  REPRESENTATIVE. 

Visit:  www.thewrittenwordmagazine.com 

Syndicate  needs  SALES  PRO  to  sell  topline 
games  and  educational  features  to  news¬ 
papers.  Call:  (608)  274-8986. 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


PUBLISHER’S  CONSULTANT 
30  years  experience  in  all  facets  of  daily 
and  weekly  publishing.  Able  to  plan  and  initi¬ 
ate  cold-starts,  rebuild  dormant  or  red  ink 
papers,  recruit  and  train  ad  and  edit  staffs, 
and  handle  overall  administration.  I  work  as 
the  publisher’s  right-hand  for  as  long  as 
needed.  References  and  brochure  upon  re¬ 
quest.  Contact  Michael  Bradley: 

Phone:  (508)  563-2835 
E-mail:  mbradley.capecod@verizon.net 


ADVERTISING 


SEASONED,  DEDICATED  employee  with  ex¬ 
tensive  knowledge  of  all  facets  of  the  news¬ 
paper  and  magazine  industries,  seeks 
full-time  position  with  a  growing  publication. 
NY/NJ  areas  preferred.  Increased  revenue 
and  market  share  in  all  positions.  Please 
contact  me  for  more  information  at: 

E-mail:  Rosie48269@cs.com 
Or  call  Howard  at;  (732)  988-6157 


-POSITIONS  WANTED- 

EDITORIAL 

EDITORIAL 

Experienced  SPORTSWRITER  seeking  free- 
lance/stringer  work  in  NY/NJ/CT/PA.  CoF 
lege/Pro  sports.  Contact  Brian  Dunleavy: 
bpdunleavy@yahoo.com 

VETERAN  NEWSMAN  with  several  solid  edF 
torial  positions  in  AK,  NM,  CA,  seeks  repor¬ 
ting/editing  position.  Prefer  Northern  CalF 
fornia,  Oregon  or  northern  Nevada. 

Contact  Kent  Brandley  at  (415)  928-3353 
Or  E-mail:  SanFranSlowly@aol.com 

1  NEWS  makes  the  ciijference.  \ 

EDIT0R;&  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  S13.80  per  line,  per  week,  three  line  minimum 

Black  and  white  display  ads: 

$149.00  per  inch,  per  week,  one-inch  minimum,  half-inch  increments 

EQUIPMENT  &  SUPPLIES,  INDUSTRY  SERVICES 
ANNOUNCEMENTS,  FEATURES  AVAILABLE 

line  rates:  12.45  per  line,  per  week,  three  line  minimum 

Black  and  white  display  ads: 

$149.00  per  inch,  per  week,  one-inch  minimum,  half-inch  increments 


ALL  CATEGORIES 


Red  display  ads:  $60.00  per  week  in  addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both  line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind  boxes:  $25.00  per  insertion;  counts  as 
Uvo  lines  of  copy.  The  identity  of  box  holders  cannot  be  revealed.  Readers 
are  advised  not  to  send  samples  when  replying  to  blind  box  ads;  we  are  not 
responsible  for  the  recovery'  of  samples.  To  advertise  call  (646)  654-5304. 

DEADLINE:  Wednesday  noon  prior  to  Monday  issue  date. 


If  you  don’t 
see  a  category 
that  fits  your  needs 


CLASSIFIED 
ADVERTISERS 


please  call  us  at  888.825.9149. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 

- details  at  www.editorandpublisher.com- 
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De  Guatemala  a  guatepeon  In  a 
worsening  climate  of  intimidation  against 
the  press  as  last  week’s  presidential 

election  in  Guatemala 
approached,  armed 
former  paramilitary 
fighters  seized  and 
threatened  to  kill  four  journalists  from 
the  Pnnsa  Ubre.  After  more  than  two  days 
in  which  they  beat  and  mistreated  the 
captives,  the  ex-paramilitaries  released 
reporters  Fredy  Lopez  and  Alberto  Ramirez 
and  photographers  Emerson  Diaz  and 
Mario  Linares...  In  politically  volatile 
Bolivia,  three  photographers  working  for 
international  agencies  —  Luis  Eduardo 
Galdieri  of  The  Associated  Press,  Martin 
Alipaz  of  the  Spanish 
agency  EFE  and  Carlos 
Barria  of  Reuters  — 
were  fired  upon  by  sol¬ 
diers  Oct.  12  while  covering  a  community 
meeting  in  El  Alto  near  La  Paz,  the  Lima- 
based  Institute  for  Press  and  Society 
(IPYS)  reported...  Radio  journalist  Zully 
Esther  Codina,  who  hosted  a  weekly 
opinion  show  in  Santa  Marta,  Colombia, 
was  murdered  Nov.  1 1  while  waiting  for  a 
bus  by  two  unknown  men  who  shot  her  in 
the  head  four  times,  reported  IPYS,  which 
said  she  had  not  been  previously  threat¬ 
ened...  A  Paraguay  court  on  Oct.  17  sen¬ 
tenced  Aldo  Zuccotillo,  director  of  the  ABC 
Color  daily  in  Asuncion,  to  pay  fines  equiv¬ 
alent  to  $15,322  to  the 
state  and  $12,290  to 
a  former  state  minister 
for  “defamation,”  El 
Salvador-based  Journalists  Against 
Corruption  (PFC)  reported.  In  an  unusual 
decision,  the  judge  ignored  the  fact  that 
the  state  minister  had  been  investigated 
in  the  fraud  ABC  Color  reported,  and 
assessed  a  “special  compensation  sen¬ 
tence”  allowed  in  cases  where  “payment 
by  the  author  of  a  set  amount  of  money 
will  serve  to  re-establish  social  harmony,” 
PFC  noted...  A  Quebec 
labor  arbitrator  ruled  last 
month  that  Canadian 
journalists  have  an 
absolute  right  to  withhold  bylines. 

Arbitrator  Jean-Pierre  Lussier  ruled  in  favor 
of  Newspaper  Guild  members  who  with¬ 
held  bylines  at  The  Gazette  in  Montreal. 

—  Mark  Fitzgerald 


AMERICAS  EXTRA 


In  its  survey  of  press  freedom,  the  Inter  American  Press 
Association  finds  repression  and  violence  with  impunity 


BY  MARK  FITZGERALD 

CHICAGO 

HE  Inter  American  Press  Asso¬ 
ciation  (lAPA)  concluded  its  59th 
General  Assembly  with  a  blunt 
assessment  of  journalistic  liberty  in  North 
and  South  America:  “Freedom  of  expres¬ 
sion  and  freedom  of  the  press  are  violated, 
or  at  least  threatened,  throughout  the 
hemisphere.” 

Nearly  everywhere  it  looked,  in¬ 
cluding  the  United  States,  LAPA 
saw  governments,  sometimes  subtly 
and  sometimes  severely,  using  the 
law  to  curtail  press  freedom  and 
access  to  information.  It  saw  jour¬ 
nalists  threatened,  beaten  and  killed: 

Eight  journalists  were  murdered  in 
Latin  America  in  just  the  six  months 
since  lAPA’s  mid-year  meeting. 

What  follows  are  excerpts  from 
lAPA’s  reports  on  selected  countries. 

(The  full  texts  are  available  at  its 
Web  site,  www.sipiapa.org.) 

COLOMBIA:  “Impunity,  fear  and 
violence  are  still  the  greatest  obstacles 
to  the  exercise  of  free  press  in  Colombia. 
Five  journalists  were  killed  during  this 
(six-month)  period,  three  of  them  clearly 
because  of  their  profession.  In  an  unusual 
occurrence,  all  16  journalists  in  Arauca 
province  left  the  region  because  of  threats 
by  paramilitary  and  guerrilla  forces...  This 
mass  exodus  turned  Arauca  into  a  ‘silenced 
zone’  for  several  months.” 

CUBA:  “Following  a  w'ave  of  arrests, 

28  representatives  of  the  independent 
press  were  charged  and  immediately  put 
on  trial  without  the  minimum  procedural 
guarantees...  The  journalists  were  sen¬ 
tenced  to  a  total  of 547  years.  One  of  the 
harshest  sentences  (20  years)  was  imposed 
on...  Raul  Rivero,  regional  vice  president 
of  the  Committee  on  Freedom  of  the  Press 
and  Information  and  board  member  of  the 
lAPA..  The  LAPA  is  a  repeated  target  of 
attacks  in  the  government  media.” 

ECUADOR:  “Press  freedom  has 
deteriorated  recently.  The  media  have  faced 
attempts  to  put  into  effect  a  ‘gag  law,’  (as 


well  as)  aggressive  statements  by  the  presi¬ 
dent,  his  team  and  members  of  Congress, 
the  refusal  of  public  agencies  and  the 
armed  forces  to  release  public  information, 
and  an  initial  refusal  by  the  government 
and  journalists’  organizations  to  support 
the  Declaration  of  Chapultepec.” 

HAITI:  “Violence  and  death  threats 
continue  to  plague  Haitian  journalists, 
who  are  forced  to  work  with  absolutely 


no  protection,  in  spite  of  the  promises  of 
President  Jean  Bertrand  Aristide...  These 
circumstances  have  created  a  climate  of 
intimidation  and  self-censorship  that  has 
forced  at  least  10  journalists  into  exile 
in  recent  years.” 

NICARAGUA:  “A  dark  shadow  has 
been  cast  over  press  freedom  in  the  country 
by  constant  threats  against  reporters 
investigating  ties  between  drug  trafficking 
and  government  institutions.” 

PARAGUAY:  ‘There  have  been  death 
threats  against  journalists,  restrictions 
on  news,  the  levying  of  high  fines  for  pub¬ 
lishing,  law'suits  for  libel  and  defamation 
with  demands  for  high  damages,  political 
pressure,  and  even  censorship.  One 
journalist  even  reported  being  tortured 
by  local  authorities.” 

VENEZUELA:  In  a  climate  of  intimida¬ 
tion  and  violence,  the  Hugo  Chavez  govern¬ 
ment  “violates  the  provisional  measures 
of  the  Inter-American  Court  on  Human 
Rights  to  protect  the  human  rights  of 
journalists  and  other  media  workers.”  11 


Eladio  Larez,  right,  receives  the  Freedom  of  the  Press 
Award  from  lAPA  Past  President  Andres  Garda 
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AN ALYS  I  S 


From  kit  hag  to  mailbag 


What  does  the  American  public  know  about  deaths  and 
injuries  in  Iraq,  and  when  will  they  know  it? 


SINCE  MY  Oct.  23  article  for  E&P  Online  on  the  press 
underreporting  injuries  and  non-combat  troop  fatalities 
in  Iraq  —  and  a  Nov.  5  follow-up  indicating  some 
progress  in  this  area  —  I  have  received  hundreds  of  letters. 
Many  of  them  raise  thoughtful  issues  about  casualties 
that  the  press  has  largely  neglected.  Others  brought  to  the  table  wild 
misconceptions  and  unfounded  rumors. 

Some  firmly  believe,  for  example,  that  the  Pentagon  only  counts 
those  who  die  in  Iraq  in  the  official  death  toll.  They  have  heard  or 
read  (on  the  Web,  no  doubt)  that  if  soldiers  expire  in  a  hospital  in 


Germany  or  back  home  in  the  U.S.,  they 
don’t  make  the  list.  A  few  calls  to  the 
Pentagon  revealed  this  to  be  wrong. 

Others  suggest  that  the  American  injury 
count  is  way  over  the  current  number  (as  of 
last  Thursday)  of  2,298.  One  wire  service 
account,  indeed,  had  over  4000  injuries 
being  “processed”  as  of  a  few  weeks  ago.  A 
bit  of  investigation,  however,  revealed  that 
this  number  included  all  patients  that  pass 
through  the  military  hospitals,  not  just 
soldiers  wounded  in  Iraq. 

But  there  were  several  very  relevant 
queries  as  well: 

•What  about  non-American  coalition 
casualties?  By  only  reporting  American 
deaths,  in  this  view,  the  press  softens  the 
true  cost  of  war.  As  of  Nov.  13,  there  have 
been  75  non-American  coalition  deaths 
in  Iraq. 

•What  about  contractors  who  die  while 
working  in  Iraq?  Many  contractors  work 
in  Iraq  in  close  proximity  to  U.S.  soldiers. 
“Estimates  range  from  under  10,000  to 
more  than  20,000  —  which  could  make 
private  contractors  the  largest  U.S.  coali¬ 
tion  partner  ahead  of  Britain’s  11,000 
troops,”  the  AP  reported  recently.  There  is 


no  complete  tally  of  fatalities,  but  three 
employees  of  Kellogg,  Brown  &  Root,  a 
subsidiary  of  Halliburton,  have  been  killed 
in  Iraq  since  the  war  began,  a  Halliburton 


spokeswoman  told  me  last  week.  One  died 
in  a  vehicle  accident,  another  in  an  ambush, 
a  third  due  to  an  anti-tank  mine. 

•What  about  Iraqi  deaths  —  especially 
Iraqi  civilian  deaths?  While  no  accurate 
tally  of  this  category  exists,  Iraq  Body 
Count,  a  group  of  British  and  American 
researchers,  estimates  that  between  7,863 
and  9,693  Iraqi  civilians  have  been  killed 
.since  the  war  began  in  March.  The 
Guardian  newspaper  of  Britain  estimates 
that  somewhere  between  13,500  and 
45,000  Iraqi  soldiers  have  died  in  the 
conflict.  These  are  numbers  you  don’t  often 


find  in  American  newspapers. 

•Why  hasn’t  President  Bush  attended 
a  single  fimeral  for  a  soldier  killed  in  Iraq? 
And  why  has  the  Pentagon  banned  photo¬ 
graphs  of  coffins  coming  back  to  the  U.S.? 
Many  readers  expressed  anger  and  fhistra- 
tion  at  the  Bush  administration  for  pro¬ 
hibiting  the  press  from  covering  the  return 
of  fallen  soldiers’  bodies  to  America.  The 
administration  has  instituted  a  blanket  ban 
on  media  coverage  of  coffins  returning 
from  the  war,  presumably  to  keep  the 
powerful  image  of  lines  of  American-flag 
draped  caskets  from  winding  up  on  the 
evening  news  or  the  front  page  of  The 
New  York  Times. 

•Why  do  families  of  the  injured  or 
deceased  have  trouble  getting  information 
from  the  military?  I  received  dozens  of 
letters  from  spouses  and  relatives  of 
soldiers  who  had  been  injured  or  killed 
in  Iraq.  Many  were  upset  at  the  lack  of 
attention  being  paid  to  their  fallen  loved 
ones  by  both  the  media  and  the  Pentagon. 
Some  letters  indicated  that  relatives  had 
gone  searching  for  information  about 
what  exactly  had  happened  to  a  fallen 
soldier,  and  found  themselves  unable  to 
acquire  even  the  most  basic  information. 

•  Is  there  a  “gag  order”  preventing 
soldiers’  wives  from  talking  to  the  press? 
Some  of  the  spouses  of  soldiers  serving 
in  Iraq  believe  that  there  is  a  formal  or 
informal  military  policy  that  prohibits  them 
from  talking  to  the  press.  One  woman,  who 
requested  anonymity,  claimed  that  she 
had  spoken  out  and  her 
husband  was  subsequently 
punished  in  some  way. 

A  Pentagon  spokesman 
told  me  no  such  ban  exists. 
But  if  some  of  the  spouses 
believe  it  exists,  it’s  almost 
as  effective  as  if  it  did. 

All  of  these  pieces  of  this 
puzzle,  when  put  together, 
point  to  a  stark  pattern  of  denying  full 
information  about  various  aspects  of  the 
war  effort.  If  people  are  not  aware  of  the 
true  costs  and  horrors  of  a  war,  they  cannot 
make  informed  decisions  about  whether  it 
is  justified.  The  media  has  an  obligation  to 
search  out  the  truth  behind  these  and  other 
issues.  As  long  as  the  press  only  reports 
information  spoon-fed  to  them,  many 
questions  will  linger  unanswered.  One  trait 
that  seems  to  be  sorely  missing  from  most 
press  coverage  of  the  Iraq  war  is  enterprise. 
Without  this,  the  Pentagon  might  as  well 
write  their  own  news  stories.  1! 


Hundreds  of  letters 
poured  in.  Some 
raised  thoughtftil 
issues.  Others 
brought  to  light 
unfounded  rumors. 
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Bill  Tanner  of  The  Dallas  Morning  News  mixes  his  consumer  packaged 
goods  background  into  his  staff  presentations  on  readership  research. 

{continued  from  page  16}  as  an  in-  really  didn’t  want 

dependent  company,”  Somerville  says.  playing  referee.” 

Upon  arriving  at  the  Union  in  Septem-  Under  Steiger’s 
her  2002,  Somerville  found  a  newsroom  has  started  a  weel 
with  a  well-deserved  reputation  for  section,  redesigne 

making  mistakes,  not  returning  phone  for  Orange  Count 
calls,  and  reactive  news  planning.  Now,  aimed  entertainrr 
editors  meet  regularly  to  plan  stories,  launch  Nov.  21.  \^ 

based  on  what  were  identified  as  key  news  coordinated  unde 
coverage  areas.  Somerville  instituted  done  things  in  six 

a  correction  report  system,  and  made  taken  three  years 

accuracy  a  part  of  job  descriptions.  He  reaching  position 

also  talks  at  operating  committee  meet-  with  directors  anc 
ings  about  what  Impact  can  teach  circ  on  project  teams, 

and  advertising.  “I’m  just  trying  stuff,  and  he  has  been  k 

seeing  what  works,”  he  says.  news  how  a  certai 

presented  in  a  mo 

Power,  to  get  things  done  i 

In  some  cases,  the  readership  thrust  ^Evangelists’^ 

comes  not  from  the  news,  but  the  business  Bill  Tanner’s  of 
side.  The  Orlando  (Fla.)  Sentinel  may  Morning  News  is  ( 

be  the  only  paper  with  a  vice  president  research,  but  he’s 

with  primaiy  responsibility  for  readership  title  of  “readershi] 
initiatives.  Bill  Steiger,  named  vp/director  Tanner  was  hir 
of  audience  development  in  February,  from  the  Coca-Co 

reports  directly  to  Publisher  Kathleen  senior  vice  presidi 

Waltz  and  is  charged  with  develop¬ 
ing  an  overall  company  strategy 
to  grow  audience. 

Waltz  says  the  VP  title  reflects 
the  importance  of  readership 
(which  also  happens  to  be  a  big 
deal  for  parent  Tribune  Co.)  at 
the  paper.  “If  you’re  a  vice  presi¬ 
dent,  you’ve  got  more  sway  within 
the  organization,”  she  says.  It  also 
lets  Steiger  pursue  initiatives 
outside  the  newsroom  and  move 
faster  than  a  department  head  or 

The  Buffalo  News'  Susan  LoTempio 

finds  all  departments  suffer  a  “lack  of 
awareness”  of  the  readership  research. 


;  task  force  could. 

!  “The  benefit  he 
brings  is  a  clear 
eye  on  what 
the  problem  is, 
and  the  time 
to  analyse  the 
problem,  the 
ability  to  draw 
on  resources 
anywhere  in  the 
company,  and 
the  position  in  the 
company  to  get  it 
done,”  Waltz  says. 

For  his  part, 
Steiger,  a  30-year 
consumer  packaged  advertising  sales- 
readership  research. 

man,  says,  I 

really  didn’t  want  to  do  the  job  if  I  was 
playing  referee.” 

Under  Steiger’s  direction,  the  paper 
has  started  a  weekly  high  school  sports 
section,  redesigned  its  zoned  section 
for  Orange  County,  and  created  a  youth- 
aimed  entertainment  Web  site  set  to 
launch  Nov.  21.  With  all  new  projects  now 
coordinated  under  him,  he  boasts,  “We’ve 
done  things  in  six  months  that  would’ve 
taken  three  years  previously.”  His  far- 
reaching  position  leads  him  to  work 
with  directors  and  managers,  participate 
on  project  teams,  and  talk  to  readers, 
and  he  has  been  known  to  suggest  to 
news  how  a  certain  story  could  have  been 
presented  in  a  more  reader-friendly  way. 

Evangelists’ bring  change 

Bill  Tanner’s  official  title  at  The  Dallas 
Morning  News  is  director  of  strategic 
research,  but  he’s  also  added  the  unofficial 
title  of  “readership  evangelist.” 

Tanner  was  hired  in  November  2001 
from  the  Coca-Cola  Co.  by  E.  Lee  Qualls, 
senior  vice  president  of  marketing  at  the 


News  and  a  fellow  Coke  alum,  to  bring 
the  News'  research  up  a  notch.  Tanner 
brought  a  packaged-goods  approach  to  the 
newspaper’s  research,  testing  proposed 
products  and  tracking  their  response  post¬ 
launch,  analyzing  effectiveness  of  market¬ 
ing  spending,  regularly  measuring 
market  share. 

News  Publisher  and  CEO  James  M. 
Moroney  III  started  to  feel  that  the  paper 
was  late  to  the  readership  game,  and 
he  asked  Tanner  to  analyze  the  Impact 
research  and  devise  a  plan  to  increase 
the  paper’s  reader  behavior  score  in 
2004.  “I  think  people  at  our  newspaper 
understand  the  importance  of  ease  of 
navigation,  cross-promotion,  stickiness...  ” 
Moroney  says.  “We  just  have  to  build 
readership  more  into  our  lexicon.” 


Editor  Rich  Somerville  of  The  Union  hired 
Readership  Editor  Dixie  Redfearn  to  help 
improve  the  paper’s  relations  with  the  public. 

Now,  Tanner  also  champions  the 
readership  findings  of  Impact,  in  presen¬ 
tations  to  senior  managers  and  employee 
groups.  Tanner  had  spent  20  years  at 
Coke,  and  while  he  admits  it  makes  “some 

- people  get  really  frustrated,”  he 

isn’t  shy  about  relating  his  exten¬ 
sive  packaged  goods  experience 
to  newspapers.  Tanner  stresses 
that  while  newspapers  aren’t  just 
another  consumer  product,  they 
could  learn  from  the  way  con¬ 
sumer  products  study  markets. 
“Looking  at  what  the  consumer 
thinks  is  natural  for  me,”  he  says. 
The  goal  of  readership  research  is 
“to  make  the  customer  king  again.” 

In  presentations  to  employees. 
Tanner  likes  to  draw  parallels  to 
frozen  orange  juice,  for  which  he 
oversaw  research  at  Coke.  When 
Coke  saw  young  people  didn’t 
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want  to  bother  with  mixing  frozen  O.J., 
it  switched  to  single-serving  bottles.  Says 
Tanner,  “you  have  to  look  at  the  format 
young  people  want  news  delivered  in.” 

For  most  of  these  papers,  it  will  be 
some  time  before  reader  behavior  score, 
circulation,  employee  attitude  surveys, 
staff  turnover,  and  other  measures  will 
indicate  if  their  readership  push  is  making 
a  difference.  But  in  the  meantime,  these 
readership  advocates  say  they  see  evidence 
people  are  increasingly  embracing  reader- 
ship  goals.  Tanner,  for  example,  says  the 
news  staff  recently  asked  him  for  help 
in  tracking  trend  forecasts  so  it  can  stay 
ahead  of  the  curve  in  various  areas. 

Still,  resistance  manifests  itself  in 
practical  and  cultural  ways.  First,  getting 
budgets  for  unproven  ideas  is  tough.  In 
Orlando,  Steiger  has  one  project  on  his 
wish  list,  but  says  it  “requires  a  little  capital 
and  a  couple  FTEs,  and  it’s  hard  to  argue 
for  them.”  Sarasota’s  McFarlin  justified 
creating  a  new  position  devoted  to  reader- 
ship  by  tying  it  to  her  goal  for  circulation 
growth.  Yet  when  a  city  editor  slot  was 
vacant,  Devries  was  pulled  away  from 
readership  duties  for  six  months  to  fill  in. 
The  five  interdepartmental  task  forces 
were  asked  for  ideas  to  improve  the  paper 


The  Atlanta  gathering  drew  executives 
from  across  the  country.  Standing 
back  row  are,  (I.  to  r.)  Steve  Duke,  Julia 
Wallace,  Roger  Gillespie,  Mark  Vasche, 
Mary  Nesbitt,  Bruce  Potter,  Carlos  Sanchez, 
Lisa  Dolinger,  Don  Boykin,  James  Mallory, 
David  Newhouse,  William  Steiger,  Hank 
Klibanoff,  Ric  Somerville,  David  Dixon, 
Randy  Bennett,and  Vickey  Williams. 
Seated  front  row,  from  left;  Marty  Kaiser, 
Peter  Stockland,  Jon  Devries,  Susan 
Stevenson,  Denise  Nordell,  Randy  Brandt,  Ana 
Walker,  Stacy  Lynch,  and  Susan  LoTempio. 

but  without  spending  any  money.  For 
publishers  like  her  who  care  about  reader- 
ship,  McFarlin  says,  ‘The  problem,  frankly, 
is  finding  an  FTE.” 

Complaints  about  cultural  resistance 
often  are  directed  at  the  newsroom,  where 
most  readership  initiatives  are  carried  out. 

Devries  says  some  resisted  “giving  up 
the  real  estate  on  lA”  when  the  Herald- 
Tribune,  at  his  recommendation,  put  a  rail 
on  the  front  page  to  promote  inside  news 
content.  Others  cite  difficulty  getting 
reporters  to  change  the  way  they’ve  done 
things  for  years,  such  as  giving  stories  an 
institutional  slant.  As  Susan  LoTempio, 
assistant  managing  editor  for  readership  at 
the  Buffalo  News,  observes,  “we  cover  things 
the  way  we  think  they  should  be  covered.” 


And  newspeople,  even  while  acknowledging 
that  declining  circulation  calls  for  different 
tactics,  tend  to  be  skeptical  of  anything  — 
readership  surveys  included  —  that  smacks 
of  marketing.  Privately,  some  journalists 


mourn  for,  in  the  words  of  one,  “the  good 
old  days,  when  we  didn’t  consult  with 
readers  about  what  they  wanted.” 

“While  there’s  nothing  wrong  with  taking 
a  look  at  the  research  and  recommenda¬ 
tions,  they  are  not  what  should  be  driving 
decisions  on  coverage,”  Jim  Heaney,  an 
investigative  reporter  at  the  Buffalo  News, 
wrote  in  an  e-mail.  “Instead,  newspapers 
ought  to  be  shaping  their  coverage  to 
promote  justice,  democracy  and  quality 
of  life  in  their  communities.  Using  that 
benchmark,  increased  coverage  of  food, 
fashion  and  some  of  the  other  topics 
recommended  by  these  surveys  don’t  — 
and  shouldn’t  —  make  the  radar  screen.” 

Other  departments  don’t  get  off  the  hook, 
either.  While  the  circulation  department 
has  grown  more  marketing-oriented,  it 
needs  to  think  more  about  growing  not  just 
overall  circulation  but  that  of  the  target 
groups  —  and  understanding  what  service 
means  to  readers.  Readership  Institute 
Managing  Director  Mary  Nesbitt  says. 

And  advertising,  which  understandably 
thinks  of  itself  primarily  as  a  revenue 
generator,  needs  to  think  also  about  how 
to  make  ads  appealing  to  readers. 

And  sometimes  the  resistance  comes 
from  outside  the  building,  points  out 
Richard  Esposito,  ad  director  and  associate  § 
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publisher  of  the  Union,  whose  advertisers 
don’t  always  appreciate  his  efforts  to 
make  ads  more  graphically  interesting. 
“Sometimes  an  ad  looks  like  hell,  but 
the  advertiser  loves  it,”  he  says. 

The  problem  is  more  general,  though. 
Attendees  at  Lynch’s  summit  described  the 
process  of  educating  people  about  things  as 
basic  as  who  their  readers  are  as  a  constant 
struggle,  given  forgetfulness,  staff  turnover, 
and  the  fact  that  “sometimes  youll  have 
people  even  in  senior  positions  who  don’t 
know”  that  information.  Lynch  says. 

As  much  as  people  want  to  do  right  by 
readers,  she  says,  “it’s  very  easy  to  be  in  your 
own  job  and  doing  your  own  thing.”  People 
aren’t  always  excited  about  change  when  it 
requires  more  effort  and  carries  the  risk  of 
making  hated  mistakes,  she  says.  One 
might  ask,  “Why  change  a  section  when  it’s 
profitable?” 

Says  Steiger,  “We  are  fighting  a  lack 
of  institutional  acceptance  of  growing 
audience.”  People  are  “not  used  to  thinking 
that  way.  It’s  a  by-product  of  working 
in  silos  for  so  long.” 

Hitting  the  bar,  after  work 

“The  culture  of  newspapers,  especially 
newsrooms,  is  such  a  high  bar  to  over¬ 
come,”  says  Earl  J.  Wilkinson,  executive 
director  of  the  International  Newspaper 
Marketing  Association.  Dailies  in  Europe 
that  he  has  studied  have  a  clear  church/ 
state  separation,  “but  as  a  result  of  competi¬ 
tion  in  those  markets,  they’re  infinitely 


sharper,”  he  says.  Single-copy  markets 
are  even  more  so,  he  says,  whereas  “If 
you’re  51%  subscription,  the  hurricane 
comes  slower.” 

While  at  the  Readership  Institute, 
Somerville  used  to  present  Impact’s 
findings  to  industiy  groups.  Some  reactions 
were  discouraging.  “When  one  publisher 
said,  ‘I  have  80%  penetration,  I  need 
revenue,’  it  occurred  to  me,  he  didn’t  get  it,” 
he  says.  “It’s  not  about  how  many  porches 
you  land  on,  but  how  many  people  are 
picking  it  up,  reading  it,  and  for  how  long. 

I  don’t  know  —  as  long  as  they’re  making 
25%,  even  40%  profits,  then  what’s  their 
incentive  to  give  a  damn  about  readership?” 

But  since  Impact  came  out  three  years 
ago,  Nesbitt  sees  readership  becoming 
increasingly  top  of  mind.  A  July  institute 
resurvey  of  the  original  papers  studied  by 
Impact  showed  more  than  three-fourths 
have  paid  some  attention  to  Impact’s 
recommendations,  with  a  smaller  number 
acting  “with  breadth  and  intensity.” 

“Managers  and  supervisors  are  very 
focused  around  readership,”  she  says. 
“They’re  trying  to  break  out  of  a  mold  that’s 
been  successful  for  a  very  long  time.” 

Nesbitt  hopes  these  new  readership 
positions  some  papers  have  created  will 
be  a  step  in  an  evolutionary  process.  “The 
absolute  ideal  would  be  that  I,  as  a  publish¬ 
er,  was  so  committed  to  readership  that  it 
manifested  itself  in  my  management  team, 
and  that  we  didn’t  need  to  have  someone 
with  ‘readership’  in  their  title,”  she  says.  @ 
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TECHNOLOGY 


AND  OFFSET  PRESSES 

Fitting  MAN'S  Dicoweb  digital  units  into  old-fashioned  Big  Iron 

BY  MARK  FITZGERALD 

CHICAGO 

The  next  landmark  in  the  newspaper  industry’s 
progress  towards  its  still-unrealized  dream  of  a  paper 
that  can  be  tailored  to  an  individual  —  the  so-called 
“Daily  Me”  —  will  not  arrive  until  May  6,  when  the 
quadrennial  equipment  show  Drupa  opens  its  doors 
in  Dusseldorf,  Germany.  Only  on  this  global  stage  will  press  vendors 
reveal  just  how  far  a  technology  that  is  becoming  ubiquitous  on 
the  commercial  side  of  the  printing  business  has  been  able 
to  migrate  to  newspaper  production. 

In  the  meantime,  vendors  have  been  frank  about  how  they’ve  just 
been  marking  time  in  their  equipment  offerings  at  the  shows  that 

mark  the  long  run-up  to 
Drupa,  such  as  last 
summer’s  Nexpo  or  the 
more  recent  Ifra  and 
Graph  Expo  shows. 

Even  in  advance  of 
Drupa,  however,  one 
big  newspaper  press 
manufacturer  is 
suggesting  a  way  for 
newspajjers  to  imple¬ 
ment  a  digital  press 
in  combination  with 
conventional  offset 
printing  presses.  Ger¬ 
man  pressmaker  MAN 
Roland,  with  headquarters  in 
the  Chicago  suburb  of  Westmont,  III,  is 
offering  what  it  calls  the  Dicoweb  “convoy” 
to  integrate  its  digital  press  with  conven¬ 
tional  web  offset  printing  units.  “The  basic 
idea  is  that  you  can  have  different  webs, 
and  “convoy”  everything  together,”  said 
Christian  Cerfontaine,  MAN  Roland’s 
marketing  director.  “So  you  can  have  vari¬ 
able  [pages  or  sections]  or  one  specific  sig¬ 
nature  for  a  shorter  run.  This  is  especially 


Increased  integration  of  different  printing  methods 
is  the  goal  of  MAN  Roland’s  Dico  convoy  system. 

useful  in  regional  papers,  so  you  can  have 
signatures  that  are  more  localized  and 
customized  than  [zoned]  local  editions.” 

In  addition  to  the  convoy  solution, 

MAN  also  has  been  discussing  a  so-called 
“Dicokit,”  which  would  include  digital  units 
on  a  printing  tower,  integrated  with  the 
company’s  Pecom  controls  and  digital 
prepress.  Newspapers  not  only  could 
micro-zone,  but  also  include  late  news 
on  deadline  or  prepare  short-run  products 
in  advance. 

Both  concepts  address  the  big  problem 
newspapers  have  with  digital  presses  in 


general:  The  same  technology  that  provides 
all  the  positive  aspects  of  digital  printing  — 
such  as  direct-to-press  imaging  and  the 
ability  to  print  a  different  image  with  every 
turn  of  the  cylinder  —  also  is  unable  as  yet 
to  undertake  the  long  runs  of  daily  produc¬ 
tion.  Even  more  basic,  many  of  the  most 
successful  digital  presses  developed  for 
the  commercial  side  remain  sheet-fed 
machines. 

Dicoweb,  MAN  Roland’s  digital  press, 
was  designed  as  a  web  press,  and  the 
company  has  been  pushing  its  potential 
for  newspapers  harder  with  each  passing 
year.  'The  “dico”  in  its  name  stands  for 
digital  changeover,  referring  to  its  ability 
quickly  to  image,  erase,  and  re-image  its 
cylinders  without  the  need  for  plates. 
Dicoweb  uses  laser  imaging  heads  and  a 
thermoplastic  medium  to  image  a  cylinder. 
The  laser  bursts  adhere  the  medium  onto 
the  image-carrying  cylinder,  where  it  is 
fixed  by  a  30-second  heat  treatment.  The 
result  is  a  water-repelling  surface  that 
constitutes  the  printable  image  area.  Plate 
and  blanket  cylinders  are  actually  tubular 
sleeves  that  fit  over  a  seamless  cylinder. 

Digital  presses  are  used  mostly  for  short 
runs,  but  MAN  Roland  says  the  Dicoweb 
can  be  used  for  longer  runs  as  long  as  it  is 
re-imaged  after  every  20,000  impressions. 

Two  Dicoweb  presses  are  in  full  produc¬ 
tion,  a  l6-page  heatset  press  at  the  catalog 
printer  Stampfli,  in 
Bern,  Switzerland,  and 
a  coldset  model  at 
Nussbaum  Media,  in 
the  Black  Forest  city 
of  Weil  der  Stadt, 
Germany,  which  prints 
some  250  local  newspa¬ 
pers  and  newspaper¬ 
like  products  every 

week,  with  print  runs  ranging  from  500 
to  20,000  copies.  Nussbaum  uses  the 
digital  press  to  print  four-color  covers  and 
outside  pages  of  the  newspapers,  which  are 
then  married  with  inside  pages  printed  on 
its  conventional  two-color  web  presses. 

As  for  future  developments,  MAN 
Roland  has  already  said  it  is  looking  at 
incorporating  “memory  ceramics”  into 
image-carrying  cylinders,  which  would  give 
the  press  the  ability  to  swap  out  parts  of  the 
page  image  on  the  fly,  while  keeping  fixed 
elements.  “The  advancement  would  cut 
down  on  the  time  and  expense  of  re-RIP- 
ping  entire  pages  to  produce  one-to-one 
and  variable-data  products,”  the  company 
said  in  a  statement.  11 
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The  comic  strip's  creator  discusses  possible  live-action  series 


BY  DAVE  ASTOR 

The  odds  of  a  hit  newspaper 
comic  spawning  a  hit  TV  show 
are  even  smaller  than  the  odds 
of  getting  a  comic  syndicated 
in  the  first  place.  But  lightning  strikes  once 
in  a  while  —  and  the  latest  cartoonist  to  see 
if  it  will  is  “Luann”  creator  Greg  Evans. 

Dick  Clark  Productions  has  acquired 
the  rights  to  develop  a  live-action,  half-hour 
series  based  on  Evans’  popular  humor/story 
strip  starring  a  teen  girl. 

“I’m  excited,  but  I’m  also  aware  that  it 
can  be  a  very  frustrating  process,” 
said  the  United  Media  cartoonist. 

“The  best  thing  that  can  happen  is 
a  quality  TV  show  that  represents 
what  I’m  trying  to  do  in  the  strip.  My  " 
worst  nightmare  is  that  it  will  turn  into  a  i 
goofy,  laugh  track-pumped  show.”  And  A 

there’s  no  guarantee  a  “Luann”  series, 
like  any  proposed  TV  project,  will 
get  picked  up  by  a  network. 

Evans  spoke  to  E'i3P  by  phone 
during  a  several-week  stay  in 
Burbank,  Calif.,  to  work  on  the 
possible  series.  “I  just  had  back-to-back 
meetings,”  he  said.  “I  have  to  say  it’s  a  kick 


to  hear  TV  people  tell  me  their  vision  for 
the  show.  I  heard  everything  from  ‘A  teen 
Seinfeld  to  'Malcolm  In  The  Middle  meets 
Leave  It  To  Beaver.'  The  process  of  turning 
a  comic  strip  into  a  TV  show  is  a  complex 
one  and,  at  this  stage.  I’m  wanting  to  hear 
a  brilliant  concept  from  a  person  I  like  and 
feel  I  could  work  with.  Apparently,  such 
people  are  hard  to  find.  One  writer  we 
didn’t  interview  —  he  has  too  many  other 
irons  in  the  fire  —  said  he  thought  a  Luann 
show  would  be  a  certain  hit  and  we’d  all  get 
^  rich.  I  want  to  find  another  guy 
/I  like  Aim!” 

/  j  The  role  of  Luann 
^  y  J  was  reportedly 

Cartoon  teen  y  ■  ^  >  1 


turned  down  by 
Jamie  Lynn  Spears, 
younger  sister  of  pop 
singer  Britney  Spears. 
No  other  casting 
decisions  have  been 
made  as  of  yet.  Plans 
call  for  Luann  to  be 

_  _  . .  13  years  old  when 

Greg  Evans:  Happy,  • 

but  aware  of  pitfalls  begins, 

and  eventually 

mature  to  16  if  the  show  runs  long  enough. 
She’s  currently  16  in  the  1985-founded 
comic,  which  appears  in  400  newspapers. 

The  strip  also  appears  in  a  2003  collec¬ 
tion  called  Luann:  Curves  Ahead  (Andrews 
McMeel  Publishing).  This  book  was  shown 
to  Dick  Clark  Productions  by  a  college 
fiiend  of  Evans’  who  does  freelance  writing 
for  DCP,  which  was  interested  enough  to 
offer  Evans  the  TV  deal. 

As  he  mulled  over  the  offer,  Evans 
talked  to  other  cartoonists  —  including 
Scott  Adams  (“Dilbert”),  Lynn  Johnston 
(“For  Better  or  For  Worse”),  and  Jerry  Scott 
and  Rick  Kirkman  (“Baby  Blues”)  —  with 
TV-show  experience.  All  warned  Evans 
about  the  potential  pitfalls,  such  as  having 
much  less  control  over  TV  content  than 
they  have  over  their  newspaper  strip.  So 
Evans  has  realistic  expectations. 

The  southern  Californian  does  have 
experience  seeing  “Luann”  come  to  life 
in  another  medium.  For  years,  school  and 
communify'  theater  groups  have  performed 

a  musicfd  version  of  i  ^  - 

Evans’  comic.  [§1  J 
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BY  DAVE  ASTOR 

PUS,”  THE  NEW  Sunday  strip 
■  ■  by  “Bloom  County”  creator 

Berkeley  Breathed,  will 
launch  Nov.  23  with  170  clients. 

In  these  days  of  fewer  newspapers  and 
a  bad  economy,  many  syndicated  features 
begin  with  25  subscribers  at  best. 

“It’s  a  tremendous  number,”  said 
Karisue  Wyson  of  the  170  figure.  Wyson  is 
sales  manager/North  America  for  the 
Washington  Post  Writers  Group,  which  is 
distributing  Breathed’s  penguin-starring, 
half-page  comic. 

WPWG  Editorial  Director/GeneraJ 
Manager  Alan  Shearer  added  that  the  170 
total  is  even  more  impressive  because  of 
the  comic’s  large  size  and  because  the 


syndicate,  in  an  effort  to  keep  “Opus”  off 
the  Web  before  it  starts  in  newspapers, 
didn’t  send  samples  to  potential  clients. 
“We  only  showed  it  in  person,”  he  said. 

Helping  build  the  client  list  was  both 
“Opus”  itself  and  Breathed’s  history  with 
“Bloom  County,”  the  Pulitzer  Prize¬ 
winning  comic  published  in  nearly  1,300 
papers  before  ending  in  1989.  Breathed 
and  WPWG  also  convinced  some  clients 
to  make  room  for  “Opus”  by  pointing  out 
that  there  are  a  number  of  past-their- 
prime  strips  —  often  done  by  successors 
to  deceased  cartoonists  —  taking  up  too 
much  space  in  comics  sections. 

“We’re  going  to  have  to  slowly  move  out 
some  of  these  old  concepts,”  said  Shearer, 
noting  that  editors  don’t  allow  dated 


material  in  other  parts 
of  their  newspapers. 

“There  are  wonderful  i 

strips  out  there  —  not 
just  from  WPWG,  but 
from  other  syndicates, 
too  —  that  aren’t  getting 
a  chance  to  be  seen  by  L:*'’ 
readers,”  added  Wyson.  “It’s  very 
disheartening  for  new  cartoonists.” 

Shearer  said  “Shoe,”  “Andy  Capp,” 
and  “Barney  Google  &  Snuffy  Smith” 
are  examples  of  comics  that  should  have 
ended  after  the  deaths  of  the  cartoonists 
who  had  done  them  for  many  years.  [ 

For  more  content,  see  “Syndicate  World” 
at  hltp://www.editorandjrublisher.corrL 
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Shoptalk 


Why  is  Jayson  Blair  seeing  a  big  payoff  after  tainting  journalism? 

Guess  what?  I  lied.  I  made  up  quotes  for  my 
E^P  stories  all  year.  Stole  stories  from  others, 
and  pretended  to  be  places  I  wasn’t.  Remember 
the  American  Society  of  Newspaper  Editors 
conference  that  I  wrote  about  last  spring?  Never 
went  to  New  Orleans  —  I  can’t  get  into  all  that  jazz.  I  covered 
the  whole  thing  by  cell  phone,  from  my  house  in  New  Jersey. 
That  feature  on  women  publishers  that  included  conversations 
with  a  dozen  executives?  Hah!  Never  talked  to  any  of 
them.  I  made  it  all  up.  I  even  faked  the  photos. 


So  can  I  have  my  half-a-million-dollar 
book  deal  now?  And  my  spot  on  prime¬ 
time  television  being  interviewed  by 
ratings  gluttons  who  masquerade  as 
journalists,  so  the  whole  nation  can 
hear  about  how  I  did  it?  Funny,  I  didn’t 
know  people  rationalizing  their  laziness, 
lack  of  respect  for  others,  and 
need  for  pity  were  interesting, 
but  I  guess  that  is  the  state  of 
news  in  2003. 

It  also  seems  to  be  the  way 
to  get  famous  in  journalism 
these  days.  For  Jayson  Blair, 
at  least.  This  embarrassment 
to  our  profession,  as  well  as 
human  decency,  can’t  seem  to 
go  away  quietly.  Not  only  did 
we  have  to  live  through  his 
temporary  shaming  of  The  New  York 
Times,  which  created  an  unfair  black  eye 
for  all  journalists,  but  we  are  going  to 
have  to  hear  him  talk  about  it  again 
and  again.  Why  is  this  worthy  of  reward, 
not  only  in  the  form  of  attention,  but  in 
a  lucrative  book  contract? 

I  asked  Michael  Viner,  president  of 
New  Millenium  Audio  &  Press  of 
Beverly  Hills,  which  is  publishing  in 
March  Blair’s  scribblings  as  Burning 
Down  My  Master's  House:  My  Life  at 


The  New  York  Times.  The  title  has  a 
not-so-subtle  reference  to  slavery,  which 
further  reduces  Blair’s  decency  quotient, 
as  if  that  is  possible.  Anyone  who  rose  to 
the  job  that  he  did  at  the  nation’s  most 
prominent  paper  has  real  nerve  trying 
to  come  off  like  some  kind  of  victim. 

If  anything,  some  might  say 
Blair’s  color  helped  him, 
while  his  disgusting  acts  have 
enslaved  the  rest  of  us  who 
must  put  up  with  their  effect. 

Viner  made  no  bones  about 
the  fact  that  Blair’s  actions 
were  wrong,  but  defended 
his  company’s  decision  to 
reward  him  with  a  contract 
—  which  will  reportedly  pay 
at  least  $500,000  —  claiming 
he  is  not  the  first  person  to  make  out 
like  a  bandit  after  behaving  badly. 

“They  all  have  an  equal  right 
to  be  published,”  Viner  said.  “If  you 
are  suggesting  that  someone  who  had  a 
problem  should  not  be  allowed  to  write 
a  book,  then  much  of  the  industry  would 
have  to  change  its  modus  operandi.” 
Obviously  Viner  would.  He  is  best 
known,  as  a  publisher,  for  books  by  or 
about  such  luminaries  as  Heidi  Fleiss, 
Faye  Resnick,  and  Lyle  Menendez. 


What  I’m  suggesting  is  that  a  lying 
dog  like  Blair  should  not  be  trusted  to 
tell  the  truth  in  a  book  for  which  he  is 
being  paid  hundreds  of  thousands  of 
dollars  when  his  despicable  acts 
involved  lying  in  print  in  the  first  place. 

Viner  contends  that  the  book  will  be 
straightforward  and  truthful  because  it 
is  undergoing  twice  as  much  fact-check¬ 
ing  as  most  of  the  books  he  publishes. 

“It  is  being  double-vetted,”  Viner 
claimed.  “He  (Blair)  is  anxious  that 
there  be  no  mistakes  in  it.”  That  is  a 
laugh,  considering  this  scammer  didn’t 
seem  to  give  a  damn  about  mistakes 
during  his  last  day  job.  But  I  guess 
when  you  deceive  on  purpose,  it  is  not 
technically  a  mistake,  because  that  was 
the  purpose  all  along. 

Viner  said  he  fell  in  love  with  Blair’s 
style  and  talent  alfer  reading  a  chapter 
of  the  book  in  September.  “It  was  just 
knockout  writing,”  Viner  recalled.  “As 
a  publisher,  that  is  what  you  look  for.” 

He  contends  that  the  book  already  has 
200,000  advance  orders,  the  most  in 
New  Millenium’s  five-year  history. 

Well  that’s  good  enough  for  me.  As 
long  as  it  makes  money  and  entertains 
readers,  who  cares  if  the  writer  has 
no  credibility?  Maybe  all  newspapers 
should  adopt  that  approach.  They’d 
save  a  lot  of  money  on  travel  expenses 
and  phone  bills.  Reporters  wouldn’t 
have  to  call  anyone  for  facts,  just  make 
sure  the  writing  is  good. 

But  Blair  and  New  Millenium  are 
only  two  of  the  culprits  in  this  episode. 
Those  who  will  give  Blair  his  spotlight, 
such  as  Larry  King,  Katie  Couric  and 
others,  are  to  be  blamed  as  well.  Don’t 
they  care  that  this  guy  has  knifed  their 
own  profession  in  the  back?  It  used 
to  be  that  reporters  wrote  books  that 
expanded  on  great  stories  they  had 
covered,  the  most  notable  being  “All  The 
President’s  Men.”  Now  it  seems  that  a 
reporter  can  only  get  a  book  deal  if  he  or 
she  is  one  who  commits  the  misdeeds. 

I  hope  anyone  who  reads  the  book  or 
watches  Blair  on  any  of  these  talk  shows 
remembers  why  he  is  there.  Not  because 
he  is  famous,  but  because  he  is  infa¬ 
mous,  which  the  dictionary  defines  as 
“having  a  bad  reputation,  notorious, 
or  scandalous.”  11 
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Proven  treatments.  Higher  standards.  Many  local  Blue  Cross  and  Blue  Shield 
Plans  are  now  rewarding  physicians  for  better  patient  outcomes.  And  they’re 
providing  medical  data  from  other  providers  in  their  networks  to  help  them 
determine  the  most  effective  treatments. Through  BlueWorks"  and  a  new 
collaboration  with  Harvard  Medical  School,  we’re  evaluating  programs  like  this 
to  help  improve  the  quality  of  healthcare  and  keep  it  affordable.  It’s  one  of  the 
many  ways  we’re  doing  our  part  to  help  control  the  rising  cost  of  healthcare. 

Healthcare.  Affordable.  Now. 


BlueOoss  BlueShield 
Association 


An  Association  of  Independent 
Blue  Cross  and  Blue  Shield  Plans 


www.bcbs.com 
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hese  are  the  beautiful  mountains  of 
Eastern  Kentucky.  Here  in  this  rural  splendor 
the  Lexington  Herald-Leader  uncovered  an 
ugly  truth:  On  a  per  capita  basis,  Eastern 
Kentucky  drug  stores,  hospitals  and  other 
legal  outlets  received  more  prescription 
painkillers  than  anywhere  else  in  the  nation. 

The  newspaper's  unprecedented  analysis 
of  federal  data  revealed  that  nearly  half  a 
ton  of  narcotics  made  its  way  to  seven  small 
mountain  counties  between  1998  and 
2001  —  the  equivalent  of 
3,000  milligrams  for  every 
adult  living  there.  (A  typical 
•  —  ■  pill  might  contain  10 

■  I  to  20  milligrams.) 

I  I  I  Those  drugs  begin 

legal  medicines,  but  many  are  diverted 
into  illegal  sales  and  abuse,  according  to 
the  federal  Drug  Enforcement  Administration. 

"A  state  police  captain  says  that  for  every 
prescription-drug  dealer  his  officers  take  off 
the  small-town  streets,  four  replacements  are 
ready  to  take  over.  A  public  defender  in 
Perry  County  estimates  that  95  percent  of 
his  clients  either  sell  or  abuse  prescription 
drugs.  Eastern  Kentucky  circuit  court  dockets 
are  jammed;  possession  and  trafficking 
charges  related  to  all  controlled  substances 
jumped  348  percent  from  1 997  through 
2001,"  the  Herald-Leader  reports. 

The  newspaper's  seven-part  series, 
"Prescription  for  Pain,"  examined  how  the 
system  encourages  illegal  drug  use. 
Through  its  investigative  efforts,  the  Herald- 
Leader  exposed  myriad  related  issues 
contributing  to  the  problem  -  from  long 
waiting  lists  at  residential  drug  treatment 
centers  to  corruption  in  local  law  enforcement 
agencies,  lengthy  ^crime  lab  backlogs  and 
overloaded  court  dockets. 

We  congratulate  the  Herald-Leader 
for  exceptional  reporting  that  has  brought 
to  light  a  problem  called  the  first  "addiction 
epidemic"  started  in  a  rural  area. 

Knight  Ridder.  What  a  difference  a 
newspaper  can  make. 

Information  for  Life 


We're  local, 
coast  to  coast, 
in  newspapers... 


>  The  Philadelphia  inquirer 

>  Detroit  Free  Press 

>  The  Miami  Herald 

>  San  Jose  Mercury  News 

Nuevo  Murtdo,  Viet  Mercuryf 

>  The  Kansas  City  Star 

>  The  Charlotte  Observer 

>  Fort  Worth  Sfar-Telegrom 

Diorb  La  Estrelb  (Dallas/Fort  Worth) 

>  St.  Paul  Pioneer  Press 

>  Contra  Costa  Times 


>  Philadelphia  Daily  News 

>  Akron  Beocon  Journol 

>  Lexington  (Ky.)  Herald-Leader 

>  The  (Columbia,  S.C.)  State 

>  The  Wichita  (Kan.|  Eagle 

>  el  Nuevo  Herald  (Miami) 

>  The  Macon  (Go.)  Telegraph 

>  Belleville  (III.)  News-Democrat 

>  The  (Myrtle  Beach,  S.C.)  Sun  News 

>  Columbus  (Ga.)  Ledger-Enquirer 

>  Tallahassee  (Fla.)  Democrat 


)  The  (Biloxi,  Miss.)  Sun  Herald 

>  Duluth  (Minn.)  News  Tribune 

>  The  (Fort  Woyne,  Ind.)  News-Sentinel 

>  (Wilkes-Barre,  Pa.)  Times  Leader 

>  Bradenton  (Fla.)  Herald 

>  The  (San  Luis  Obispo,  Calif.)  Tribune 

>  The  Monterey  County  (Calif.J  Herald 

>  Grand  Forks  (N.D.)  Herald 

>  (State  College,  Pa.)  Centre  Daily  Times 

>  Aberdeen  (S.D.)  American  News 

>  The  Olathe  (Kan.)  Newsi* 


...and  on  the 
Real  Cities  Network. 

REAL 


WWW. realcilies.com 
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